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ABSTRACT 
ABSTRACT 
Nowadays, one of the major characteristics of modern society is the 
phenomenon of Travel and Tourism. The information technology revolution 
and the economic diversification have created conducive environment for 
tourism development. The reality of matter is that tourism is one of the success 
stories of the present days. Tourism has emerged as an important as well ai 
organized industry which is a multi-segmented industry and scattered its 
benefits over large segments of the population. As an industry, tourism has 
flourished and grown since time immemorial, but it has become in the last few 
decades one of the major socio-economic sectors in the world trade. Therefore, 
specific attention has started to be given to this smokeless industry. 
Tourism, today, plays an important role in the economy of most 
countries of the world and gains importance day by day. India and Yemen are 
not exception. 
Realizing the vital role that tourism plays in economic and social 
prosperity of the two countries (India and Yemen), the Governments of India 
and Yemen are spending millions of Rupees / Rials every year to organize and 
develop tourism on a large scale. On the other hand, since the promotion of 
tourism products is one of the parameters of tourism development, the 
Government Tourism Officials in both countries have exerted great efforts m 
this regard. For instance, they have launched the interactive websites; CD Rom; 
published various literature including books and brochures depicting tourist 
places, advertised the tourism product nationally as well as internationally. 
They have participated in various national and international events and fairs 
organized all over the year. Public Relations companies and agencies have also 
been appointed. But, despite all these, the two countries under the study have 
not been able to attract more and more tourists, particularly international 
tourists. Thus the motivation of the present study is to know "How can .he 
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Government Tourism Officials of the two countries under the study improve 
awareness and visibility of their tourism product and build up a positive image 
in international tourism markets?" In other words, the study attempts to 
examine how the two countries under the study should promote their tourist 
products strategically and build up a positive image in international tourism 
markets. 
Based on the set objectives, hypothesis developed and methodology 
adopted, the present study has been divided into six chapters. The broad 
coverage in each of these is as follows: 
Chapter One presents a background to tourism industry. It consists of an 
introduction and five sections. The first section looks at the various conceptual 
aspects of tourism given by the different experts and institutions. 
The second section highlights the categories of travellers and visitors to 
identify clearly the tourist from the other categories of travel. It aims at 
providing a clear definition of "tourist" that will serve the statistical 
measurement and the planning, marketing and development of tourism on the 
light of behavioural attitudes of tourists. 
The third section discusses the components and elements of tourism. 
Knowledge of these components is necessary in order to understand tourism 
systematically. On the other hand, elements of tourism determine the 
importance of a destination in terms of potentialities and assume a significant 
position for tourism development. 
The fourth section gives an idea of the various impacts of tourism, both 
positive and negative so as to study, plan, develop, market and promote tourism 
on the bases of its social, cultural and environmental dimensions. 
Chapter Two highlights the present scenario of tourism in both countries 
under the study. It is divided into two sections. The first section discusses the 
existing position of tourism in India. In this section, the problems and 
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obstacles, the international tourism in India and the contributions of travel and 
tourism to Indian economy were discussed. The second section discusses the 
same in respect to Yemen. In short, through this chapter one finds that the 
tourism sector in both countries faces many problems and obstacles which 
directly and indirectly affect the volume of tourism demand. On the other hand, 
the positive and effective contribution of tourism in the socio-economic aspect 
of both countries - India and Yemen, requires more attention so that it can play 
a more important role economically and socially. 
Chapter Three gives a brief profile of promotional strategies. It is 
divided into four sections. The first section deals with promotion, its concept 
and definition. The second section looks at the strategy, its concept and 
definition. The third section makes an attempt to examine the role played by 
promotional mix in tourism. The last section highlights the current promotional 
efforts for tourism in both countries. 
Chapter Four deals with the research design and methodology adopted 
in the present study as shown in the following figure. 
Synoptic View of the Research Design and Methodology 
Instrument Procedures 
Data 
Sources 
Data 
Collection 
Data Analysis 
Technique 
^ 
i 
Data 
Presentation & 
Discussions 
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One of the important objectives of this chapter is to make a survey of the 
literature available in the field of tourism promotion, particularly that 
pertaining to promotional strategies of tourism in India and Yemen. As the 
present study is cross-national in nature, a comprehensive literature survey has 
been carried out; and during this process the researcher has come across a large 
number of studies. Nevertheless, there is little work which directly focuses on 
the Indian or Yemeni tourism promotion. Furthermore, these are more as travel 
guides, travelogues or reports and have less academic relevance. (In respect to 
Yemen the researcher was unable to find relevant academic work). Thus the 
literature review with regard to the present study reveals that, except for very 
few books and scanty articles in newspapers and journals or magazines, etc., 
very little work has been done, both at the organizational as well as academic 
levels. 
On the other hand, almost all the studies which have been conducted so 
far on Indian and Yemeni tourism indicate that the promotional aspects of 
Indian and Yemeni tourism have largely been neglected and do not find a due 
position in these studies. Furthermore, these studies focus on different aspects 
of tourism in India and Yemen, such as history, growth, development, 
management, etc. Barring a few scanty articles and papers, none of these is 
specific in dealing with the promotional aspect of Indian or Yemeni tourism. 
Also the researcher has not come across any major academic or organizational 
level research done on this aspect of tourism in India and Yemen. 
Therefore, the limitation of existing studies on the one hand and recent 
limited attempts, both at organizational as well as academic levels to deal with 
the study of promotional strategies for tourism in both countries on the other, 
have created an imminent need to conduct a comprehensive and well-designed 
study to compare and contrast the essential promotional strategies adopted in 
the field of tourism by the two countries - India and Yemen. The present study 
mainly focuses on similarities and dissimilarities in the tourism promotional 
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strategies and attempts to establish tiieir impact on the development of tourism 
in the two countries. 
Research Objectives: 
The present study has been undertaken to examine and evaluate the 
tourism promotional strategies (India & Yemen) and to study the performance 
of the Government Tourism Officials (GTO) in both countries in this regard. 
Precisely the whole study aims at the following objectives: 
1. To assess the overall performance of Tourism Officials in India and Yemen 
towards tourism promotion. 
2. To examine tourism promotion practices being followed in India and 
Yemen. 
3. To seek ways on how to improve awareness of India and Yemen tourism in 
the tourism market worldwide. 
4. To present a comparison of India and Yemen tourism promotional strategies 
and find out the significant differences, if any. 
5. To identify the problem areas, and finally to make suggestions in the light 
of the findings of the study. 
Research Hypothesis: 
Keeping the above-mentioned objectives in mind, the researcher has 
formulated the following hypothesis for verification and confirmation: 
H.l There is no significant difference between the practice being followed by 
the Government Tourism Officials (GTO) of India and Yemen towards 
tourism promotion. 
H.2 There is a significant difference between the practice being followed by 
the Government Tourism Officials (GTO) of India and Yemen towards 
tourism promotion. 
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Development of the Research Instrument "Questionnaire" 
In order to accomplish the stated objectives of the study and the research 
hypothesis, there was a need for a research instrument through which the 
researcher could analyze the strategies of the tourism officials towards tourism 
promotion. The researcher made a survey of various studies in this area and did 
not fmd any research instrument suitable for the purpose of the study. Since the 
formulation and implementation of tourism promotional strategies most often is 
a responsibility of the government tourism officials, the researcher had 
examined the viewpoints of those who are responsible either directly or 
indirectly for promoting tourism. They were apprised of the objectives of the 
study. So as to encompass the different facets of tourism promotion, the 
questionnaire has been developed for the Government Tourism Officials in two 
languages, in English for Indian tourism officials and in Arabic for Yemeni 
tourism officials. As it is difficult to administer the questionnaire on the entire 
Government Tourism Officials of both countries, i.e., India and Yemen, it was 
decided to select two organizations each from both countries. Ministry of 
Tourism and Indian Tourism Development Corporation (ITDC) from India and 
Ministry of Tourism and Yemen Tourism Promotion Board (YTPB) from 
Yemen. Initially, it was decided to select 40 respondents from the four Indian 
& Yemeni tourism organizations which were selected in Delhi and Sana'a 
cities. A non-random sampling method was used. Employees who work at 
tourism organizations (just mentioned) were selected as qualified respondents. 
From India, those who represent top management and middle level of tourism 
sector were chosen, i.e. the Minster, the Secretary, Joint Secretaries, the 
additional Directors General, the advisors, Directors, etc. as they were 
considered independent enough to make decision about tourism. The 
specialized employees in tourism marketing and promotion from functional 
levels were also chosen as they are clearly engaged in promotional activities 
related to tourism. The process was done in June 2008. In June, 19-20*, the 
researcher started the process of questionnaire distribution to the research 
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sample in the Ministry of Tourism, then in the third day (i.e. June, 21 '^) 
distributed it in the Indian Tourism Development Corporation (ITDC). The 
total number of the questionnaires that were distributed over there was 35. 
They were given five days for questionnaires collecting. To make sure that the 
distribution of the questionnaire would be fully done, the researcher first tried 
to get their phone/mobile numbers and emails as much as he could. Second, he 
contacted them and informed them of the objective of the study. Third, as the 
sample includes those who are important and have special status (i.e. The 
Minister, The Secretary, etc.), the researcher had to seek appointments to meet 
them and administrate the questionnaire to them. Of course, the job offices 
were the main place to distribute the questionnaire. In June, 26-27" ,^ the 
researcher started collecting the questionnaires that had been distributed. The 
number of the returned questionnaires was 29 (with the percentage 82%). In 
respect to Yemen, those who represent top management and middle level of 
tourism sector were chosen, i.e. the Minster of Tourism, the Deputy Minister, 
the Assistant Minister, the Advisors, the General Managers, and chief 
executives as they were considered independent enough to make decision 
regarding tourism. The marketing, sales directors and public relations officers 
from functional levels were also chosen. Their phone/mobile numbers and 
emails had been collected as much as the researcher could. They were informed 
about the research objectives. The process was done in April 2008 in the job 
offices of the respondents. In April 2"'^ , the researcher started the questionnaire 
distribution in the Ministry of Tourism, and then in April 6'^ the questionnaires 
were returned. In April 14*, the researcher started questionnaire distribution in 
Yemen Tourism Promotion Board (YTPB) and in April 19'^  the quesfionnaires 
were returned. The total number of the questionnaires that were distributed 
over there was 40, and the number of the returned was 38 questionnaires. (With 
the percentage 95%). During the questionnaire distribution, the respondents 
were interviewed verbally in the Arabic language. The following table shows 
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the breakup of Sample Respondents from four Organizations in India and 
Yemen. 
Breakup of Sample Respondents from four Organizations in India and Yemen 
Sample 
India 
Yemen 
Organization 
Ministry of Tourism 
ITDC 
Ministry of Tourism 
YTPB 
Selected 
25 
15 
25 
15 
Contacted 
22 
12 
25 
15 
Final 
Responses 
20 
9 
25 
13 
Returned 
% 
90.90 
75 
100 
86.6 
Data sources 
Basically, the secondary data are used due to their availability and low 
cost to retrieve. However, when secondary data are seen as unsatisfactory, then 
primary data have to be collected. In this study it was decided to firstly 
undertake a review of the following Indian, Yemeni and Worldwide Websites 
www.enjoyindiana.com; www.exploreruralindia.org; www.incredibleindia.org; 
www.yemeninfo.org.ye; www.yementourism.com; www.gtda,gov.ye; 
www.world_tourism.org; www.unwto.org/index.php. 
Secondly, the secondary data have also been obtained from journals, 
research papers, articles, seminars, conference papers, and newspapers. The 
relevant information has also been obtained from books, annual reports, 
directories and statistical yearbooks. 
Data collection 
In this study the quantitative and qualitative methods were used to 
collect relevant data from various fields. The quantitative components of the 
study include the collection of secondary data and survey questionnaires. While 
the secondary data collection focused on the compilation and analysis of 
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existing statistical data and a wide range of sources from tourism development 
agencies, the survey component of the study was developed by questionnaires 
and administered on target groups, (respondents). Verbal interviews were also 
conducted with them. 
Data Analysis Technique 
The data - close-ended questions - will be coded and converted into 
electronic form and analyzed by using the computer software programs SPSS 
(Statistical Package for the Social Sciences) and Microsoft Excel, to conduct a 
simple descriptive analysis (e.g. frequency distribution, percentage, and 
standard deviations). 
Data Presentation and Discussion 
The questionnaire was analyzed with the help of the statistical tabulation 
method. (SPSS and Microsoft Word were used). A number of tables were 
prepared for all statements of the Indian respondents and an equal number of 
tables for the Yemeni respondents, and were discussed accordingly. Then these 
tables were compiled for the comparison purpose. 
Chapter Five is the crux of the study; it deals with the analysis and 
interpretation of the data collected fi-om the respondents in both countries 
(India and Yemen) on the various facets of tourism promotion. As this study is 
of a comparative nature, the attitudes of Indian and Yemeni respondents to 
each statement included in the prepared questionnaire were measured and 
compared for significant differences, if any. In this comparison, SPSS 
(Statistical Package for the Social Sciences), Version 12.0. and Microsoft Excel 
are used to make the comparison of the analysis of both groups. To know if 
there is a significant difference between the two groups, (Z-test) is used along 
with the following statistical fonnula: 
10 
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l 7 l - - P^~P^ 
\PQ\~ + 1 P 
n, n^j 
Where, Z - standard normal variance 
PI - proportion of first population (India) 
P2 - proportion of second population (Yemen) 
nl - sample size of first population (India) 
n2 - sample size of second population (Yemen) 
Sig. - significant (the difference is significant) 
Insig. - Insignificant (there is no significant difference) 
In the last chapter "Conclusion and Suggestions" the researcher has tried to 
summarize the results discussed in the previous chapter. 
The research question and hypotheses of the study were also discussed 
and the following conclusions were drawn on the light of this discussion. 
A- Research Question: 
It is clear from the respondents' responses that there are some obstacles 
that face the tourism promotional efforts in both countries, with some variances 
of its impacts of both countries. When the qualified and effective tourism 
management is found, these obstacles will be overcome. This leads to build up 
a positive image in the international tourism markets and attracts more and 
more tourists. 
In the case of India (according to the respondents' responses). Push 
strategy is suggested to be able to communicate and reach intermediaries, e.g. 
travel agents and tour operators. Extra commissions and overrides to 
intermediaries are required in order to encourage and induce them to become 
advocate of destination on behalf of India. More advertising in specialist trade 
journals should be created. In respect to Yemen, Pull strategy will be required 
11 
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to be able to communicate and directly reach the final consumers and induce 
them to visit the country. 
Ministry of Tourism and Yemen Tourism Promotion Board (YTPB) 
should use the following tools of promotional mix to support the pull strategy 
in order to reach the target visitors: advertising, public relations, publicity, 
personal selling, sales promotion, word of mouth information and the Internet. 
However, promotional literature should also be in different languages, (both 
strategies are shown below) 
Figure (5.1) India: Suggested Push Strategy 
India as a 
tourist 
destination 
Marketing 
communication Intermediarie 
Marketing 
communication 
Consumers 
Figure (5.2) Yemen: Suggested Pull Strategy 
^,j^jtetiPgconmnmlc«tfoi|, 
Request product 
Selling 
Intermediaries 
Request product Consumer 
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On the other hand, nowadays there are several types of tourism such as 
Eco-tourism, heritage tourism, cultural and social tourism and medical tourism 
which have popularity worldwide. These types of tourism spread over different 
places in the two countries. Thus, the Government Tourism Officials in both 
countries are able to market such types of tourism and improve the awareness 
and visibility of the two countries' tourist product in the international tourism 
market. 
In brief, it can be said that the GTO in both countries has strength points 
and faced weaknesses (obstacles). The strength points should be supported and 
the weaknesses should be treated. This will create a positive image of both 
countries in the international tourism market. 
B- Research Hypotheses: 
The aim of these hypotheses is to make verification and confirmation as 
stated earlier. Generally, and through the results of the analysis, one can say 
that the second hypothesis - there is a significant difference between the 
practice being followed by the Government Tourism officials (GTO) of India 
and Yemen towards tourism promotion- has been accepted. The results of the 
analysis revealed that there are differences in the practices being followed by 
GTO of India and Yemen towards tourism promotion. Such differences may be 
referred to the following: 
> The difference in experience in tourism marketing and promotion 
process between the two countries under the study plays a vital role in this 
regard, especially in promoting the countries as USP (Unique Selling 
Proposition). India as a destination is in a commanding position to offer a broad 
spectrum of USP's and able to promote the USP for the segments whose needs 
are to be served and satisfied along with its depth experience in tourism 
marketing and promotion process (in the 1960s). Yemeni experience in this 
regard is quite recent (in the 1980s). 
> The wide spreading and diversity of tourist product in India based on the 
large area (3,287,263 sq. km), when compared to Yemeni tourist product which 
13 
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is spread only over approximately (555000 sq. km). In respect to India, this 
required multi-objectives (stated in 5.1.1, Q. 16) and pushing the tourist product 
to final consumers by the help of selling intermediaries (5.1.1, Q. 17). 
> In the present days, Yemen has found the Arabian tourism market 
suitable and a potential tourism market for its product marketing (compared to 
the European market for India). The specialty of Arabian tourism market in 
terms of similarity in customs, traditions, languages, etc. along with Yemen, 
creates some differences between India and Yemen in tourism promotional 
practice (5.2. Q. 15). 
Finally in this chapter, the researcher made an attempt to come out with 
some suggestions which may be helpful to the promoter of the tourism sector in 
both countries (India and Yemen). These suggestions are presented as follows: 
1. On the part of Yemen tourism industry, a series of studies and more work in 
width and depth are required to chronicle the tourism industry in Yemen from 
its origin, growth, development, up to the present day, to help present a 
comprehensive view of Yemen tourism industry and its contributions towards 
the development of world tourism industry. 
2. The safety measure especially in the case of Yemen should take place. 
People should be motivated as well as involved in the tourism process in order 
to come forward and help in providing safe and secure atmosphere for the 
tourists. 
3. In order to attract more and more foreign tourists, the frequency of 
advertising, should be increased in foreign journals, magazines, newspapers 
and TV channels. Besides, reputed advertising agencies should be engaged for 
the promotion of tourism in both countries. 
4. Familiarization tours of travel writers as well as travel agents from different 
parts of the countries should be organized. These groups should be invited for a 
free visit of the major places of both countries in order to enable them to 
popularize the two countries as tourist destinations. 
14 
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5. In respect to tourism infrastructure, there is an urgent need of planned 
tourism infrastructure and tourism development on the light of ecological 
balance of the two countries. 
6. More intelligent cooperation between the public and private sector and 
among destinations and regions in marketing, promoting tourism and tourist 
product development are always required. 
7. To make sure that the application of promotion practice done by the two 
countries is at the desirable level in tourism market, the formulation of 
promotional strategies should be on the bases of consumer behavioural profiles. 
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PREFACE 
PREFACE 
Tourism as industry is widely considered to be one of the fastest growing 
industries. It is identified as a potential growth sector that can generate foreign 
exchange and employment and spur economic growth through a series of 
linkages. 
Realizing its succulent benefits, governments in the last few decades have 
paid specific attention to this smokeless industry. In developing countries like 
India and Yemen these characteristics of tourism are extremely valuable. 
Therefore, tourism promotion in India and Yemen can be a great 
encouragement to economic development and employment generation. 
Consequently, the motivation of this study is to know "How can the 
Government Tourism Officials of the two countries under the study improve 
awareness and visibility of their tourism product and build up a positive image 
in international tourism markets?" In other words, the study attempts to 
examine how the two countries under the study should promote their tourist 
products strategically and build up a positive image in international tourism 
markets. 
Based on the set objectives, hypothesis developed and methodology 
adopted, the present study has been divided into six chapters. The broad 
coverage in each of these is as follows: 
Chapter one presents a background to tourism industry. It consists of an 
introduction and five sections. The first section looks at the various conceptual 
aspects of tourism given by the different experts and institutions. The second 
section highlights the categories of travellers and visitors to identify clearly the 
tourist from the other categories of travel. It aims at providing a clear definition 
of "tourist" that will serve the statistical measurement and the planning. 
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marketing and development of tourism in the light of behavioural attitudes of 
tourists. The third section discusses the components and elements of tourism. 
Knowledge of these components is necessary in order to understand tourism 
systematically. On the other hand, elements of tourism determine the 
importance of a destination in terms of potentialities and assume a significant 
position for tourism development. The fourth section sheds light on the various 
impacts of tourism, both positive and negative. 
Chapter two highlights the present scenario of tourism in both countries 
under the study. It is divided into two sections. The first section discusses the 
existing position of tourism in India. In this section which deals with the 
problems and obstacles, international tourism in India and the contributions of 
travel and tourism to Indian economy are discussed. The second section 
discusses the same in respect to Yemen. 
Chapter three gives a brief profile of promotional strategies. It is divided 
into four sections. The first section deals with promotion, its concept and 
definition. The second section looks at the strategy, its concept and definition. 
The third section makes an attempt to examine the role played by promotional 
mix in tourism. The last section highlights the current promotional efforts for 
tourism in both countries. 
Chapter four deals with the research design and methodology adopted 
for the present study. One of the important objectives of this chapter is to make 
a survey of the literature available in the field of tourism promotion, 
particularly that pertaining to promotional strategies of Indian and Yemeni 
tourism. 
Chapter five is the crux of the study; it deals with the analysis and 
interpretation of the data collected from the respondents in both countries 
(India and Yemen) on the various facets of tourism promotion. As this study is 
of a comparative nature, the attitudes of Indian and Yemeni respondents to 
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each statement were measured and compared for significant differences, if any. 
The last chapter "Conclusion and Suggestions" attempts to summarize 
the results discussed in the previous chapter. 
The research question and hypotheses of the study were discussed and 
the conclusion was drawn in the light of this discussion. 
Finally, the researcher made an attempt to come out with some 
suggestions which may be helpful to the promoter of the tourism sector in both 
countries (India and Yemen).The limitations of the study and scope for the 
future research were also mentioned. 
November 2008 I6rafiim^6d6 Saad Jfassan 
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BACKGROUND OF THE TOURISM INDUSTRY 
1.0 Introduction: 
Tourism is a subject which is a highly complex phenomenon and an 
important human activity of great significance. It has found a niche for itself as 
an effective instrument for generating employment, earning revenue and 
foreign exchange, augmenting environment, preserving culture, customs and 
traditions, thereby facilitating overall development. On the other hand, the 
tourism phenomenon is so complex that it touches not only the economic fabric 
of the society but also has a deep-rooted impact on social norms and moral 
values. 
Tourism has today achieved the status of an industry and has become 
like any other industry, a subject of rigorous planning, marketing, promotion 
and sustainable development. These aspects are found significant in the tourism 
industry. Globally, tourism is one of the fastest growing industries. According 
to (WTO 1998: 14-15), tourism is steadily expanding at an average rate of 
about 4-5 percent annually, during the second half of the 20"" century. It is 
already an important activity in many large countries, contributing up to 5-10 
percent of the national GDP. As shown in (http://ww^.world-tourism.org; 
http://www.unwto.org/index.php), the international tourist arrivals reached 903 
million in 2007 and the international Tourism receipts totalled US$ 856 billion. 
Table 1.1 shows that there has been phenomenal growth in international 
tourism during the recent years, and this trend is expected to continue. 
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Table 1.1 
International Tourist Arrivals and Receipts, 2000-2007 (Worldwide) 
^ \ ^ Year 
Item \ v . 
International 
Tourist Arrivals 
(Million) 
International 
Tourism 
Receipts (US$ 
billion) 
2000 
681 
496 
2001 
680 
482 
2002 
700 
482 
2003 
690 
524 
2004 
763 
623 
2005 
802 
578 
2006 
846 
733 
2007 
903 
856 
Change (%) 
04/05 
5.11 
-7.22 
06/05 
5.48 
26.8 
06/07 
6.73 
16.7 
Source: Prepared by the researcher based on: World Tourism Organization Data 
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In a true sense, tourism has become one of the major socio-economic 
sectors in the world and one of the leading components of the international 
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trade. Realizing its succulent benefits, governments in all countries are 
competing with one another in selling 'tourism and travel' concept, its history, 
culture, sunshine, snow and sands to people all over the world. Tourism is a 
multi-segmented industry which demands bringing together the mix of 
products, processing the quality of satisfying the users. Accordingly, a key 
concept in developing a successful tourism sector in an area is to match the 
tourist markets and the tourism product. From the point of view of tourism 
system, tourism should be viewed as an integrated system and socio-economic 
factor. The functional tourism system is based on supply and demand factors as 
illustrated in Figure. 1.2. 
Figure 1.2 
The Functional Tourism 
System 
DEMAND 
SUPPLY 
ATTRACTIONS 
PROMOTION -i 
INFORMATION 
TRANSPORTATION 
SERVICES 
Source: Vacationscape, Clare Gunn, Washington DC: Taylor & Francis, 1997. 
The demand factor comprises of the existing and potential tourist market. 
The supply factors a rerepresented by tourism development of attractions, 
transportation facilities, services and the promotion of tourism. The tourism 
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product determines in part the types of tourist markets that can be attracted and 
the product must be in a suitable form to meet the tourist market's expectations. 
Against this background, it is essential that due weight is given to the 
scientific planning and development in order to understand the dynamic 
relationship among all parts of tourism as an integrated system. In addition to 
this background, this chapter provides an overview of tourism conceptual 
exposition and the other aspects of tourism. 
1.1 Tourism: Concept and Definition 
Before going into the account of the conceptual exposition of tourism, it 
is essential that we have an idea about the motives behind travel, i.e., why do 
people travel these days? (Fridgen, J. 1991 in S. Wong & E. Lau 2001: 57-67) 
comments that "Tourism is a purposeful, planned and motivated behaviour". A 
study of tourist psychology and motivation reveals that there is a good number 
of motivators influencing his/her travelling decision. Of course, tourism is the 
outcome of a combination of motivations. The understanding of a tourist's 
motivations becomes essential in framing appropriate product design and 
marketing. (MCIntosh, R. 1972: 52) opines that the basic travel motivators may 
be grouped into four categories: 
(i) Physical motivators, which are related to physical relaxation and rest, 
sporting activities, and specific medical treatment; all are connected with the 
individual's bodily health. 
(ii) Cultural motivators, which are connected with the individual's desire to 
travel in order to learn other people's cultural heritage, expression art, music, 
literature, folklore, etc. 
< ^ * ^ * 
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(iii) Interpersonal motivators which are related to the desire to visit relatives or 
friends, or to escape from one's family, workmates or neighbours, or to meet 
new people and forge new friendships, or simply to escape from the routine of 
everyday life. 
(iv) Status and prestige motivators, which are identified with needs of personal 
esteem and self-development. These are related to travel business or 
professional interests, for the purpose of education or pursuit of hobbies. 
In particular, we can say that almost all the following activities and 
experiences increasingly weave together the lives of individuals at least in the 
developed countries. These are: travel and going away, touring, coming home, 
visiting relatives and friends, visiting attractions, sunbathing, buying souvenirs, 
recreation, learning, relaxing, sharing. 
Figure 1.3 
Different Motives for Travel 
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Source: Youel, R. (1998). Tourism- An Introduction, New York: Addison Wesley Longman, p. 12. 
phenomenon of the modem time. From a simple travel in the past, this 
phenomenon has become highly complex and it assumes a significant position 
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as human activity. It has grown in importance over recorded human history, 
and it takes a wide variety of forms in response to diverse motivations, 
including religion, education, holiday, business, health, social status, self-
discovery ... and more. Tourism has become a truly global phenomenon with 
the development of commercially viable jet aircraft and their ability to 
undertake trans-oceanic flights in the 1950s. It is a phenomenon not easy to 
define; yet, however, many attempts have been made to define it. 
Before defining and presenting the conceptual analysis of tourism, it is 
essential we have an idea of the origin of the word "Tourism", (Jha, S. 1995: 7) 
opines that the origin of the word "tourist" dates back to 1292 A.D. It has come 
from the word 'tour'. (Negi, J. 1996: 25) mentions that the word, "tourism" is 
related to "tour" which is derived fi-om the Latin word ""Tornos" which means a 
tool for describing a circle or turners wheel. He also says that, in the Sanskrit 
literature there are three terms for tourism derived from the root "atnd" which 
means going or leaving home for some other place. The three terms are: 
> Paryatanx It means going out for pleasure and knowledge. 
> Desatna: It means going out of the country primarily for economic gains. 
> Tithatna: It means going out to places of religious merits. 
The term "grand tour" used in English and French means a journey. As 
mentioned before, many attempts have been made to define tourism; the 
following are some of such attempts. 
(Schullard, H. 1910 in S. Jha 1995: 6) opines that "Tourism is the sum total of 
operations mainly of economic nature, which directly relate to the entry, stay 
and movement of foreigners, inside and outside a certain country, city or 
region". (Hunziker & Krapf 1942 in D. Foster 1985: 5) opine that "Tourism is 
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the totality of the relationship and phenomenon arising from the travel and stay 
of strangers, provided the stay does not imply the establishment of a permanent 
residence and is not connected with the remunerated activities". 
(Biju, M. 2003: 113) comments that "Tourism is a leisure activity which 
involves a discretionary use of time and money, and recreation is often the 
main purpose for participation in tourism". 
(Kabia, S. 2005: 30) opmes that "Conceptually, tourism arises from the 
movement of people to, and their stay in, different destinations. The "journey" 
is the dynamic element in it and the 'stay', static. The 'journey' and 'stay' are 
to, and in, destinations outside the normal place of residence and work. 
Destinations are visited for purposes not cormected with paid work or regular 
employment. Again, this movement is of a temporary and short duration a few 
days, weeks or months". 
The Concept Analysis: 
The conceptual analysis of Tourism will be made through the views of 
different experts and authorities on tourism, such as those who defined tourism. 
The Austrian economist Harman V. Schullard in his view of tourism mentioned 
above finds it as the entry, stay and movement of foreigners inside and outside 
the country, city or region. The economic nature of these operations is 
dominant. Hunziker and Krapf in their view of tourism just mentioned, opine 
that tourism is the totality of relationship, it is the stay of strangers and more, 
so it is a part of a temporary establishment without a remunerated activity. (Jha, 
S. 1995: 6) stresses that this view was adopted by the International Association 
of Scientific Experts on Tourism (lASET). Bijur, in his view of tourism 
mentioned earlier, points out that tourism is a part of total leisure activities 
whereby time and money are discretionally used. Recreation may be the main 
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purpose for participation in tourism activities, though not permanent. Through 
the Kabia definition just mentioned, it is clear that tourism arises from the 
movement of people to the tourist destination. He assesses tourism into two 
elements, one dynamic and the other static. The dynamic element is the journey 
and the static element is the stay and he identifies the temporary stay in terms 
of short duration - a few days, weeks or months. 
In a true sense, the aforesaid statements of different experts lay emphasis 
on tourists, their stay of temporary nature in the area visited and on economic 
aspects of tourism which are very vital and useful for its development. These 
are very satisfying definitions if studied from the economic point of view. 
However, these definitions failed to consider the sociological aspects of travel 
either positive or negative, which are essential in the understanding, planning 
and marketing of tourism. 
Thereby, tourism should be considered primarily a social phenomenon. 
(Ashraf, S. 2003: 2) puts it more clearly in this regard, he opines that, 
"Tourism may be defined as the sum of the phenomenon and relationships 
arising from the interaction of tourists, business suppliers, host governments, 
and host communities to the tourists and other visitors". Relying on the above 
definitions the following important features are brought out: 
• Tourism is a temporary movement of people. 
• It is a pleasure activity. 
• It is unremunerative. 
• It is a totality of relationship. 
• It is the involvement of travel by non-residents. 
Within the concepts outlined above, we find that a clear definition of 
tourism is essential to serve the following purposes: 
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• To examine a phenomenon systematically. 
• There are lots of statistical information required regarding tourism when the 
phenomenon is measured, which needs a right definition. 
• There are various laws and legislations related to tourism which may apply 
to certain activities and not to others. 
• Above all these provide decision makers with a common basis for accurately 
measuring the economic impact of tourism. 
Modern Approach: 
The International Conference on Travel and Tourism Statistics convened 
by the World Tourism Organization (WTO) in Ottawa, Canada, in 1991, 
reviewed, updated and expanded on the work of earlier international groups. 
The Ottawa conference made some fundamental recommendations on the 
definition of tourism, travelers, and tourists. On 4"' March, 1993, the United 
Nations Statistical Commission adopted WTO's recommendation on tourism 
statistics. As cited by (WTO, 1994), according to the modem approach 
"Tourism is the set of activities engaged in by persons temporarily away from 
their usual environment, for a period not more than a year, and for a broad 
range of leisure, business, religious, health, and personal reasons, excluding the 
pursuit of remuneration from within the place visited or long-term change of 
residence". 
Here, the term 'usual environment' is intended to exclude trips within 
the area of usual residence and frequent and regular trips between the domicile 
and the work place and also regular community trips of a routine character. The 
important aspects of this definition may distinguish between the following 
types of tourism. 
10 
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Figure 1.4 
Types of tourism on the basis of WTO definition 
"^ Inbound Tourism: visit to a country by non-residents 
Outbound Tourism: visit by residents of a country to 
another country 
. Involves residents of a given country traveling only within 
International 
Tourism 
Domestic 
Tourism this country. 
Source: prepared by the researcher based on: World Tourism Organization (1998) 
Madrid: WTO. 
Conceptually, tourism is a modem phenomenon both from economic 
and social points of view. However, if tourism possesses such concepts, an 
important question emerges: is tourism an industry? And if it is not an industry, 
what is it? 
In the face of this question, it is essential that we take into consideration 
the views of different experts and institutions. (Janata, G. 1971 in H. Robinson 
1979: xxix) says that "Tourism has arrived, aided and abetted by improved 
communications, education, higher incomes and freedom of movement, to 
influence consumer behaviour and grov^h, location and stratification of the 
industry, inducing the hotel and catering industry". (Robinson, H. 1979: xxix) 
clarifies the term "industry" that is assigned above to tourism, when he says, 
"strictly speaking, tourism, like recreation, is not an industry: it is an activity; 
but, in economic terms, it creates a demand or provides market for a number of 
quite separate and varied industries". In fact, tourism envelopes various other 
industries such as airlines, accommodation and food service industries. 
Thereby, it is a heterogeneous group that involves a variety of trade and 
industries. According to (WTO, 1998: 3), "Most types of accommodation, tour 
and travel services and other tourist facilities and services and some types of 
tourist attractions typically comprise the commercial private sector of tourism 
11 
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and are often collectively termed the tourism industry". In a true sense, many 
economic activities are involved in, and support tourism which for convenience 
we shall refer to as 'the tourism industry'. These economic activities can be 
seen clearly in figure 1.5 
Figure 1.5 
A model of the tourism industry 
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Source: Geography of Tourism, Robinson, H., 1979, p. xxx. 
Typically, many experts refer to the phrase 'Tourism industry' to 
highlight its contribution to a nation's economy. In this regard, we find that 
tourism has emerged as a dominant economic activity throughout the world. In 
this process tourism has developed into an industry at the international level, 
providing direct and indirect employment to multitudes and earning much 
needed foreign exchange. Things have gone to the extent that tourism has been 
identified as the smokeless industry with the unique quality to earn foreign 
12 
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exchange. (Negi, J. 1996: 3) mentions that "it is an industry concerned with 
attracting people to a destination, transporting them there, housing, feeding and 
entertaining them upon arrival and returning them to homes". In view of the 
aforesaid facts, tourism can be viewed as an industry, but of course, it is not a 
single industry. It is a multi-sector industry. 
On the other hand, it is important here to mention that tourism industry 
is a small part of leisure industry. Leisure activities are generally described as 
those activities that individuals choose to do rather than tourism such as 
yachting, golfing, camping, gardening, etc. 
Furthermore, recreation is also a part of such broader subject of leisure 
than tourism. The value in viewing tourism and recreation as a part of wider 
conceptualization of leisure is that, leisure time has come to be considered as a 
fundamental and necessary part of life. It has become a right. The relationships 
between leisure, recreation and tourism are brought out in the following figure. 
Figure 1.6 
Relationship between Leisure, Recreation and Tourism 
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Source: Taken from Lew, et.al. (2004:4): A companion to Tourism, London: Blackwell. 
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(Strebins 1979, 1982 in C. Hall, et al. 2004: 3-21) clarifies the terms 
included in the above figure. He says that "broken lines are used to illustrate 
that the boundaries between the concepts are 'blurred'. Work is typically 
different from leisure, but there are two main realms of overlap: first, business 
travel, which is often seen as a work-oriented form of tourism, and, second, 
'Serious leisure', which refers to the break-down between leisure and work 
pursuits and the development of leisure career paths with respect to hobbies 
and interests". The discussions on the aforesaid questions can be summarized 
in the following points: 
• An amalgam of product characterizing their overall function and 
determining their place in economic life should be considered an industry as it 
is in the case of tourism. 
• Tourism envelopes various other industries and so, we call it a multi-
segment industry or a composite industry. 
• It is an industry whose products are consumed on the place. 
• It is a smokeless industry with the unique quality to earn foreign exchange. 
• It is a fragmented industry that constitutes just one form of leisure- oriented 
temporary mobility, and in being part of that mobility, it is both shaped by and 
is also shaping it. 
1.2 Tourist -The Concept and Definition 
To begin with, it might be useful to identify clearly 'the tourist'. It is 
important to define the categories of travellers and visitors that are, and also 
those that are not, included for the purpose. As (Bhatia, A. 1997: 71) puts it 
"the tourist statistics are basically concerned with the estimates of arrivals and 
departures. In addition to statistics of arrivals and departures, the statistics of 
14 
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tourist spending during their stay at a destination have important implications 
for the country's economy and on its balance of payments accounts". 
Thus, the aspects such as the minimum and maximum period in terms of 
the length of stay away from home and the purpose of visit must be 
determined. A more important point, especially in view of tourism markets as 
well as governments, is that there is a type of tourist statistics concerned with 
the information about the tourist himself Such information is very essential 
and usefiil as it deals with behavioral attitudes and is crucial for the planning, 
marketing and development of tourism. There is, therefore, a considerable 
value in having an idea of the tourist and defining him clearly. 
(Jha, S. 1995: 7) opines that the origin of the word "tourist" dates 
back to 1292 A.D. It has come from the word "Tour". According to (OED, 
1994), as cited in http://www.lib.uwaterloo.ca/cgi-/uwonly/weboedl/, "the 
tourist has an even order provenance, dating back, at least, to a reference in a 
1780 advertisement carrying the phrase, "He throws the piece only into the way 
of acmal tourists". (Bhatia, A. 1997: 59) maintains that "in the early nineteenth 
century, the term 'tourist' assumed the meaning of one who makes a tour or 
tours, especially one who does this for recreation or who travels for pleasure, 
objects of interest , scenery or the likes". The first global attempt to formally 
define 'tourist' was made in 1937. (OECD, 1973) defines an "international 
tourist" as anyone visiting a country other than his/her usual residence for more 
than 24 hours. The following persons were to be considered tourists within 
these definitions: 
(i) Persons travelling for pleasure, for domestic reasons, for health, etc. 
15 
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(ii) Persons travelling to meetings or in a representative capacity of any kind 
(scientific, administrative, diplomatic, religious, athletic, etc.) 
(iii) Persons traveling for business purposes 
(iv) Persons arriving in the course of a sea cruise, even when they stay for 
less than 24 hours. The above definitions exclude the following persons 
categorized as tourists: 
(i) Persons arriving with or without a contract of work, to take up an 
occupation or engage in any business activity in the country. 
(ii) Persons coming to establish residence in the country. 
(iii) Students 
(iv) Residents in JErontier zones and persons domiciled in one country and 
working in an adjoining country. 
(v) Travelling, passing through a country without stopping, even if the journey 
takes more than 24 hours. 
In the year 1950, the International Union of Official Travel 
Organizations (lUOTO) reviewed and revived the 1937 definition and 
considered students on study tours as 'tourists'. 'lUOTO' also defined two new 
terms: 'International excursion' (an individual visiting another country for 
pleasure for less than 24 hours) and "tourist travelers" (Persons traveling 
through a country without stopping en route). In 1963 UN Conference in Rome 
on international travel and tourism drew a distinction between 'tourist', who 
stayed 24 hours or more, and 'excursionists' or 'day visitors', who stayed less 
than 24 hours. 
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The World Tourism Organization (WTO) has developed a series of 
'Recommendations on Tourism statistics' issued from the 1991 Ottawa 
Conference - Canada and which were officially adopted by the United Nations 
Statistical Commission in 1993. As pointed out by (WTO, 1998: 17), the 
important aspects of these definitions from the point of view of tourist can be 
summarized as follows: 
• International Visitor: any person who travels to a country other than in 
which he/she usually resides and outside his/her usual environment for a period 
not exceeding 12 months and whose main purpose of visit is other than 
exercise of an activity remunerated from within the country visited. 
• Domestic Visitor: any person residing in a coimtry who fravels to a place 
within the country and outside his/her usual environment for a period not 
exceeding 12 months and whose main purpose of visit is other than the exercise 
of an activity remunerated from within the place visited. 
• Overnight visitor: any visitor who stays at least one night in collective or 
private accommodation in the place visited. 
• Same-day visitor: any visitor who does not spend the night in collective or 
private accommodation in the place visited. The classification of travelers is 
indicated in figure 1.7. 
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Holidays 
Business 
Health 
Study 
Mission/ 
Meeting/ 
Congress 
Family 
(visiting 
friends or 
relatives 
Religion 
Sports 
Figure 1.7 
World Tourism Organization Classification of Travelers 
Others 
NOTES: 
(1) Visitors who spend at least one night in the country visited. 
Foreign air or ship crews doclced or in layover and who use the accommodation 
establishments of the country visited. 
Visitors who do not spend at least one night in the country visited although they may 
visit the country during one day or more and return to their ship or train to sleep. 
Normally included in excursionists, a separate classification of these visitors is 
nevertheless recommended. 
Visitors who come and leave the same day. 
Crews who are not residents of the country visited and who stay in the country for the 
day. 
When they travel from their country of origin to the duty station and vice-versa 
(including household servants and dependants accompanying or joining them). 
Who do not leave the transit area of the airport or the port. In certain countries, transit 
may involve a stay of one day or more. In this case, they should be included in the 
visitor statistics. 
Main purposes of visit as defined by the Rome Conferences (1963). 
(2) 
(3) 
(4) 
(5) 
(6) 
(7) 
(8) 
(9) 
Source: Chuck, Y. G., et al. (1984). Travel Industry, West Part: AVI publishing 
Company, p. 9. 
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1.3 Components and Elements of Tourism: 
a. The Components of Tourism 
Tourism should be viewed as an integrated system and socio-economic 
sector. It is a complex phenomenon. Any 'model' of tourism must include the 
components of tourism. Tourism does not exist in isolation. It has certain basic 
components without which it cannot operate. Knowledge of those components 
is crucial in order to understand tourism systematically. At the outset, let us 
take the basic component of tourism into consideration and afterward, we will 
discuss other components and elements of tourism. The basic components of 
tourism are as follows: 
1. Location 
2. Transport 
3. Accommodation 
(1) Location: The term "location" is used to embrace the holiday destination 
and what it offers to the tourist. The holiday destination may offer the tourist 
natural attractions, e.g., sunshine, sightseeing, sporting facilities, etc. Location 
with its attractions and amenities is considered the very basis of tourism. They 
motivate tourists to visit a particular place. 
However, the needs and tastes of tourists vary widely; the attractions of 
one place may be favourite to some people and repulsive to others. In other 
words, the tourists might choose from a wide range of attractions which cover 
various destinations all over the world. 
It is important to emphasize that tourist demands are very much 
susceptible to change in fashion. Thus, it is important to take them into 
consideration. 
Any change in fashion influences the decisions of tourists in visiting a 
particular place. The various attractions which are of significance in tourism 
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can be seen in the Peters' inventory model. According to this model there are 
five categories of attractions which are given in the following (Table 1.2). 
Table 1.2 
Tourist Attractions 
1. 
2. 
3. 
4. 
5. 
Cultural 
Traditiona 
1 
Scenic 
Entertain 
ment 
Other 
attractions 
Sites and areas of archaeological interest: Historical 
buildings and monuments; places of historical 
Significance: museums; modem cultural, political and 
educational institutions; religious places. 
National festivals; Arts and handicrafts; music; folklore 
and native life and customs. 
Outstanding panoramas and areas of natural beauty; 
National parks; wildlife; flora and fauna; beach resorts; 
mountain resorts. 
Participation in and viewing sports; Amusement and 
recreation parks; zones and oceanariums; cinemas and 
theatres; Night life; cuisine. 
Climatic; Health resorts, spas, unique attractions not 
available elsewhere. 
Source: International Tourism, Hutchinson, 1969, pp. 148-9. 
2. TRANSPORT: 
To reach a destination, some mode of transport is required. This mode 
of transport may be a motorcar, a coach, an aeroplane, a ship or train which 
enables a traveler to reach his pre-determined destination. 
Transport is the pivotal element which connects the tourist with the 
destination. Transport has been at once a cause and an effect of the growth of 
tourism; improved transport facilities have stimulated tourism. In a true sense, 
transport is both affecting tourism and affected by it. 
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(Hatsall, D. 1982: ii) points out that "Transport is an integral part of 
much recreational behaviour, both as an aid to access recreational 
opportunities, and as a recreational activity in its own right.... progressive 
reductions in the relative costs of travel, and in the frictional effects of distance 
have dramatically increased the demand for recreational trips. In particular, the 
growth of car ownership has extended both the distances travelled and the 
range of recreational focus". 
(Hall, C & S. Page 1999: 181) describe four roles for any analysis of the 
transport- tourism interface. As stated by them these roles are: "linking the 
source market with the host destination; providing mobility and access within a 
destination area/region/country; providing mobility and access within an actual 
tourism attraction and facilitating travel along a recreational route which 
tourism experiences". 
3. ACCOMMODATION: 
Accommodation is an essential part and a basic component of the 
tourism industry. The activities of accommodation sector support trade and it is 
considered as one of the three basic pillars of tourism: travel, stay and 
entertainment. The demand for accommodation away from home has become 
an important function of tourism. Accommodation may in itself be an 
important tourist attraction. The excellent services and facilities of a particular 
tourist area become a force influencing the travelling of people to such an area. 
(Bhatia, A. 1997: 346) points out that "In the promotion of tourism, among all 
the constituents of the tourist industry, the accommodation sector thus 
constitutes the most important segment. Tourism is, to a great extent, 
dependent on the type and quantity of accommodation available". 
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The United Nations Conference on International Tourism held in Rome 
in 1963, acknowledges the importance of provisions of accommodation, both 
traditional (hotels, motels) and supplementary (camps, youth hostel, etc.), as 
incentives to international tourism. In a true sense, an adequate provision of 
accommodation suitably tailored to the requirement of the tourist market is one 
of the fundamental factors of tourism development. 
The Geographical Components of Tourism: 
Tourism attractions are, to a very large extent, geographical in their 
character. Robinson has brought out a list of components of tourism which 
have been termed as geographical components of tourism. These are listed 
below: 
Table 1J 
The Geographical Components of Tourism 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Accessibility and Location; 
Space; 
Scenery; 
a) 
b) 
c) 
a) 
b) 
a) 
b) 
c) 
Land forms, e.g., mountains, canyons; coral reefs, cliffs, etc. 
Water, e.g., rivers, lakes, waterfalls, geysers, glaciers, seas. 
Vegetation, e.g., forests, grasslands, moors, deserts, etc. 
Climate: sunshine, clouds, temperature conditions, rain and 
snow. 
Animal life: 
Wild life, e.g., birds, game reservations, zoos. 
Hunting and fishing. 
Settlement features: 
Towns, cities, villages; 
Historical remains and monuments ; 
Archaeological remains. 
Culture: ways of life, traditions, folklores, arts and crafts, etc. 
Source: Geography of Tourism, Robinson, H. 1989, p. 42 
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The above components emphasize the fact that geography plays a very 
important role in the tourism activity. "Tourism is fundamentally founded," 
says Robinson, "were there are no geographically distinct places, tourism 
would not exist." 
(Ashraf, S. 2003: 6-7) has divided the components of tourism into two 
categories. These are: 
(a) Natural Resources and Environment; 
(b) The built Environment. 
The natural resources and environment components are represented by: 
1. a destination physiography (i.e. the nature and appearance of its landscape); 
2. Climate (the kind of weather it has over a period of the year; the conditions 
of heat and cold, moisture and dryness and wind); 
3. People. [Ashraf distinguished between two very important categories of 
individuals: (i) those who "belong" to the destination (its residents) and (ii) 
those who are current or potential visitors to the destination (the tourism 
market)]. 
The Built Environment may be seen as a result of human activities. It is 
created by man. The built environment first includes the culture of the residents 
of the host region, its past development and its current way of life. The second 
is the infrastructure of a tourist destination that has been put in place to meet 
the needs of local residents which is also important to visitors. The third 
component is destination tourism superstructure which includes those facilities 
that have been developed especially to respond to the demands of visitors. 
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The last component is the technology which is the most recent, and an 
increasingly influential dimension of the built environment that is shaping the 
nature of tourism products/ services and travel experiences. 
b. The Elements of Tourism 
(Burkart, A & S. Medlik 1988: 46), point out that "How important a 
geographical unit is as a tourism destination, or how important it is potentially, 
is determined by three prime factors: attractions, accessibility, and amenities, 
which may be termed as the tourist qualities of destinations". 
Undoubtedly, the factors outlined above are the fundamentals of 
tourism. They assume a significant position for tourism development. In other 
words, 
(Robinson, H. 1979: 42-43) displays six principal elements or ingredients 
of tourism. These are as follows: 
1. Good weather; 
2. scenery; 
3. amenities; 
4. historical and cultural features; 
5. accessibility; and 
6. accommodation. 
1. Good Weather: 
One of the most important attractions of any tourist area is the fine 
weather, warm and with sunshine. Fine weather is a particular important 
element in holidaying since it plays an important role in making a holiday an 
unforgettable or forgettable experience. A fine weather, sunshine and clear sea 
breezes at the beaches have attracted many tourists, especially those from 
countries with extremes of weather. The Mediterranean coasts have attracted 
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millions of tourists due to their advantage of brilliant sunshine. (Bhatia, A. 
1997: 41) comments that "Beautiful sea beaches of India, Sri Lanka, Thailand, 
Indonesia, Australia and some other new destinations are some examples of 
what good weather can do". (Robinson, H. 1979: 43) points out that "The 
popularity of the winter sports centers of the Alpine France, Switzerland and 
Australia rest in part upon the weather: it may be cold and the ground covered 
in snow but there is, usually, abundant sunshine and very clear, crisp air". 
2. Scenery: 
Scenic attractions are very important factors in tourism since they play 
an important role in stimulating the imagination of tourists. The scenic views of 
land forms (mountain, canyons, coral reefs, etc.), water (rivers, lakes, 
waterfalls, glaciers, etc.), vegetation (forests, grasslands, moors, etc.) or animal 
life are strong fascinations attracting people to visit them. 
Fundamentally, the natural resources are the very basis of tourism. Any 
destination is primarily and unchangeably characterized by its physiography 
(the nature and appearance of its landscape). Great natural wonders such as the 
grand canyon of Colorado in the United States, the caves of the Central Massif 
in France, the Niagara Falls, etc. are sources of great interest to many tourists 
and have become the basis of an expanding tourist industry. 
Montaigne, the "father" of tourism according to (Jackson, J. 1980: 5) 
indicated the close cormection of landscape to tourism and pointed out that the 
motive to travel, at least in his time, was essentially a geographical motive, 
closely linked to greater self-awareness: "this great world is a mirror where we 
must see ourselves in order to know ourselves". 
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3. Amenities: 
Amenities include those facilities that have been developed especially to 
support the tourist centre. Facilities for bathing, boating, swimming, recreation, 
surf-riding, yachting and amusement are important features for every tourist 
centre. Amenities are either (i) natural, e.g., beaches, sea bathing, possibility of 
fishing, trekking, viewing, etc. or (ii) man-made, e.g., entertainment of every 
kind and facilities which cater for the special need of the visiting tourist. It is 
clear that amenities are necessary aid to the tourist destination. (Robinson, H. 
1979: 45) points out that "Increasingly, the holiday maker has demanded 
entertainment and recreational facilities in larger and larger measures and what 
has come to be known as "development" has pre-occupied the resort 
management". 
4. Historical and Cultural Factors: 
The historical resources are considered one of the most important tourist 
attractions as they represent the physical evidence of human life in the past. On 
the other hand, cultural values of any society have considerable merits. It is an 
inseparable part of the total systematic impact in attracting people to visit them. 
No nation in the world is without history or culture. Thus, features and 
characteristics of historical and cultural interests exert a powerful attraction for 
many tourists. 
For any foreign visitor to India, Delhi is a favourite destination. This is 
not merely because it is a large city in the country and the capital but because 
of its historical associations and traditions, its pageantry and entertainment and 
its many cultural attractions. Moreover, many visitors to India visit the city of 
Agra just because of its famous Taj Mahal. Thousands of Americans and 
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Canadians visit Europe because of its historical heritage. Again, in India, the 
world-famous caves of Ajanta and Ellora are India's oldest and most beautiful 
testimony of religious architecture and painting, and are man-made caves hewn 
out of Rocky Mountains concaved and executed some 2000 years ago. These 
caves are considered a major legacy of the historical past in the world and are 
one of the major tourist attractions. 
(Williams, J., & W. Zelinsky 1970: 549-67) have written: "The special 
favour enjoyed by Greece in the travel plans of the British and Americans may 
reflect not only the significant climatic, scenic and other standard tourist 
attractions but also something of a special aura- the after-glow of the classical 
past- that seems to create a particularly attractive image of Greece...". 
5. Accessibility: 
(Halsall, D. 1992 in B. Hoyle, & R. Knowles 1992: 155-77) comments 
that "transport provision is a permissive factor in much tourist/recreation 
development, itself a product of increasing mobility, leisure and affluence". 
Accessibility is a fimction of distance from centers of population by which a 
tourist can reach the area where attractions are located. Tourist attractions of 
any kind would be of little value if their locations are inaccessible by the 
normal means of transport. Physical isolation and inadequate transport facilities 
are, no doubt, handicaps to tourism. Basically, tourism value of any tourist site 
is determined by the accessibility factor. The tourist attractions which are 
located near to the tourist generating markets and are linked by a good network 
of roads receive the maximum number of tourists. Generally, the development 
of means of transport has affected the evolution of tourism and its different 
parts. In other words, as (Negi, J. 1996: 374) stresses that "the development 
and growth of tourism depends to a large extent on the adequacy of available 
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transport service". The various forms of transports may be divided into three 
categories'. 
(i) Air Transport; 
(ii) Land Transport; 
(a) Rail Transport; 
(b) Road "Automobile" transports, 
(iii) Water Transport; 
(a) Sea transport; 
(b) Inland waterways. 
AIR TRANSPORT: 
Air transport contributes a lot to promoting tourism because the 
principal method of travelling abroad either for the holiday purposes or on 
business is by air. In fact, aircraft has revolutionized travel. However, tourism 
did not become a truly global phenomenon till the development of 
commercially viable jet aircraft capable of trans-oceanic flights in the 1950s. 
As a result of the introduction of jet air services, many places which were 
completely inaccessible are now easily accessible. From the year 1958, there 
was tremendous boost to air travel. In a true sense, air transport is considered a 
crucial factor for the introduction of cheaper travel, especially over long 
distance. The year 1970 heralded the phenomenon of mass market international 
tourism. The reason was the introduction of the 'jumbo jet' in that year. The 
jumbo jet, the Boeing 747s, DC-lOs, L 1011s and airbus 300-310 made travel 
more comfortable, luxurious and convenient. 
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Collectively, nowadays, a great advance has been made in air travel and 
the future of air transport is bright and a vital role of airlines in the growth and 
development of international tourism will continue along with the 
technological advancement. 
LAND TRANSPORT 
(a) Rail Transport: 
(Bhatia, A. 1997: 333) assesses that "The birth of the organized rail 
transport came in the year 1841. A Baptist preacher of Derbyshire on his way 
to a temperance society meeting in Leicester was inspired with the idea of 
engaging a special train to carry the friends of temperance society from 
Leicester to Longborough and back to attend a quarterly delegate meeting. The 
man behind this idea was one Thomas Cook. He sold his idea to his friend. A 
few weeks later 570 passengers made the journey by the midland countries. 
Railway at specially reduced fare and thus began a new era in rail passenger 
fransport." 
In the early 1870s, first class railway travel was introduced by an 
American. The longer distances in America necessitated the ensuring of greater 
comfort for the passenger. 
Nowadays, travel by train is a fascinating experience. Railways have 
played a vital role in providing tourist transport facilities. The railways services 
are being improved and adapted to the needs and wishes of passengers. On the 
other hand, the speed and comfort of fast trains are appreciated. The railways 
continue to exert a fascination for the growing market of rail enthusiasts. As a 
result of rapid technological advancements the coming years may see rail 
passengers travelling from one city centre to another in noiseless luxury and 
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comfort at higher speeds which will be added to account for tourism growth 
and development. 
(b) Automobile Travel: 
The call of the great open road and the increased financial ability of 
many families to purchase automobiles led to a tremendous growth in travel 
and tourism. In a recent research, (Eaton, B., & D. Holding 1996: 55-65) 
identify that there had been a "growing number of visits to the countryside by 
recreationalists in cars". 
(Page, S., 2004 in Lew, et al. 2004: 146-158), mentions that, according to 
countryside commission- UK, 1992, in terms of car usage, it was estimated that 
car traffic would have grown by 267 percent by 2025 from the levels current in 
1992. According to (Halsall, D. 1982: ii), "the growth of car ownership has 
extended both the distance travelled and the range of recreational focus". In 
this sense, more recent stafistics in the UK shows that in 1998, 1.4 billion 
leisure trips were made to the countryside (including national parks) of which 
85 percent were made by car and a mere 1 percent by train or bus. 
WATER TRANSPORT: 
(a) Sea Transport: 
Since earlier times, shipping, like the railways, had made a significant 
contribution to travel. They had interface, while railways were responsible for 
inland travel, especially in Europe, during the nineteenth century, the steamship 
crossed the boundaries and made strides in inter-continental travel. In fact, 
travel by sea transport is one of the oldest forms of transport. When it was the 
sole method of inter-continental transport, it played an important role in linking 
the world. With the passage of time, its position has changed. Basically, the 
30 
CHAPTER ONE: BACKGROUND OF THE TOURISM INDUSTRY 
development in the field of air transport and the resulting advantages of speed 
and fare have halted the growth of the passenger sea traffic. 
However, the travel by vessel has a special advantage as it is the element 
of relaxation and entertainment. This factor has resulted in the introduction of 
cruises. Gradually, the passenger shipping industry has shifted its emphasis 
from voyage services to cruises. Initially rich and elderly people promoted the 
cruises as they sought holiday in completely relaxed atmosphere. Nowadays, 
the cruises traffic has a significant scale of the tourist sea traffic, and therefore, 
the vessel should be an ideal one and purposely built to maximize their 
operational efficiency. For example, the rate of staff to passengers should be 
reduced, the carrying capacity of 800-850 passengers. 
(b) Inland Waterways: 
Waterways like, rivers, lakes and canals have a significant role and are 
an important tourist attraction. They provide ample opportunities for pleasure 
purposes especially for holiday-makers. The boat plays an important role in 
inland waterways tourism. It creates unlimited entertainment either in the form 
of excursions or longer cruises by river or lake streamers. 
Thus, the foresaid statements of different modes of transport make it 
clear that the development and growth of tourism depends to a large extent on 
the adequacy of available transport services. On other hand, the choice of the 
mode of transport depends on the following factors: 
• Distance & time; 
• Comfort; 
• Safety and utility; 
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• Availability and frequency; 
• Grand service; 
• Geographical position; and 
• Departure and arrival time and comparative costs. 
6. Accommodation: 
Accommodation is a term loosely used to cover food and lodging. 
Accommodation sector is the core of the tourism industry. It is one of the basic 
conditions of tourism development. It may in itself be an important tourist 
attraction. 
(Bhatia, A. 1997: 346) comments that "In the promotion of tourism, of all 
the constituents of the tourism industry, the accommodation sector constitutes 
the most important segment". Basically, the demand of accommodation away 
from home has become an important function of tourism. This demand was met 
by a variety of facilities ranging from inns, taverns, private houses and hotels. 
The hotels as a unit of accommodation have dominated the scene ail over the 
world. They play the fundamental role in providing accommodation, meals and 
refreshments for irregular periods of time for those who may reserve their 
accommodation either in advance or on the premises. 
Nowadays, there is a great deal of chance in the concept and format of 
hotels: the size, the fa9ade, facilities, and amenities provided differ from one 
establishment to another. The architectural features of a hotel have become a 
part of the landscape in the particular destination area. The different types of 
hotels are built in a place to meet the increasing and diversified demands of the 
clients. On the other hand, supplementary accommodation, which consists of 
various types of accommodation other than the conventional hotel type, plays a 
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very important role in the total available tourist accommodation in a country. In 
some countries this specific feature has a dominant role as more tourists exploit 
this potential. In France Italy and elsewhere in Europe, there are more campers 
than there are hotel clients. This type of accommodation has the following 
advantages: 
• More reasonable price; 
• More freedom with regard to organization of the day and dress; 
• A close approach to the natural environment; 
• Social contact and amusement. 
1.4 Costs and Benefits of Tourism: 
Tourism is a multi-segmented industry which demands bringing together 
a mix of products possessing the quality of satisfaction for the users. It is an 
organized industry and it should be viewed as an integrated system and socio-
economic sector. Tourism is a major phenomenon of the modem society which 
has emerged as an economic activity that can bring both benefits and costs to 
the host communities. If planned, developed and managed well, tourism 
generates local jobs and incomes and provides opportunities for local 
entrepreneurs to establish tourism enterprises, all of which improve living 
standards of residents. Earning revenue generated by tourism can be used to 
improve community facilities and services; development of infrastructure, 
which is required for tourism, can be used by residents. Tourism stimulates 
other economic activities in the tourist area. However, tourism is not perfect. It 
can bring great benefits but it can also bring social problems. If, however, not 
planned, developed and managed well, tourism can result in congestion, 
pollution, contaminating the values of native people, crowding, environmental 
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degradation, etc. We must accept that tourism is neither a blessing nor blight 
and it has both the positive and negative impacts on the quality of life of a 
nation or community. Thus, the tourism system which is based on demand and 
supply factors must have a clear understanding of both impacts of tourism in 
order to plan tourism on the basis of balance between the plus sides and minus 
sides. In view of the aforesaid facts, the multi-dimensional impacts of tourism 
industry can be narrated below: 
1.4.1 Economic Aspects - Positive Effects: 
Tourism plays an important role in the national economy. It contributes 
to the generation of national income, expansion of employment opportimities, 
earning revenue and foreign exchange. Economic growth is an indication of a 
country's prosperity. The development of tourism will contribute to the 
economic growth of the region. All these positive economic effects are 
explained below: 
• General National Income: The major economic significance of tourism is 
the earnings of foreign exchange income from foreign tourism in the form of 
foreign exchange earnings which also adds to the national income. As it is an 
invisible export, it plays a crucial role in offsetting a loss on the visible trading 
account. On the other hand, the increased income generated by the new jobs 
and enterprises in tourism resuhs in improvement of local living standards. If 
the commercial firms are owned and managed by local residents, the profits 
they make remain in the area. 
• The Multiplier Effect: The outstanding economic effect of tourism lies in 
the fact that tourists produce a secondary impact beyond their original 
expenditures. When a tourist spends money on services at the tourist 
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destination, that money is turned over and re-invested to purchase more goods, 
thereby generating further use of the money, this chain reaction continues until 
there is a leakage; i.e. that money is used to purchase something from outside 
the multiplier effect. (Figure 1.8). As cited by (Walker, J. 2005:91) in the case 
of tourism, the "most developed economies have a multiplier effect between 1.5 to 
2.0." This means that the original money spent is used again in the community 
between 1.5 and 2.0 times. 
Figure: 1.8 
The Multiplier Effect of Tourism 
TOURISTS 
Transportation, Food, Lodging, 
Amusement, Recreation, etc 
LocaT ^ ^ ^ 
Goods Wages, Salaries, Profits, Outside 
Taxes Goods )ds "^Ba 
Parks, Sport centre, Theatre, 
Department store, 
"raft Gallery, etc 
HE COMMUNITY 
Source: World Tourism Organization (1998). Guide for local authorities on 
development sustainable tourism. 
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• Expansion of Employment opportunities: Another major direct economic 
effect of tourism relates to employment. The tourist industry is a labour-
intensive service industry and so is a suitable source of employment. It 
employs a good number of skilled, semi-skilled persomiel, especially in the 
hotels and restaurants. In addition, the transport sector also requires a number 
of personnel. Besides, the tourist organizations also provide jobs for suitable 
persons. It should be emphasized that tourism is also responsible for creating 
employment in the supplying sectors such as agriculture, fisheries, crafts and 
manufacturing. In economically depressed areas, the jobs provided by tourism 
may reduce the migration of young people to seek employment elsewhere. 
Tourism may be advocated for the solution of unemployment and under-
employment which are more acute in the developing countries. 
• Raising of Tax Revenue: One of the economic benefits of tourism that can 
also be considered is the amount which goes to the government in the form of 
taxes. Tax revenue generated by tourism can be used to improve community 
facilities, services and infi-astructure such as schools, medical clinics, libraries, 
parks and recreation facilities and roads. 
1.4.2 Economic Aspects - Negative Effects: 
If we consider the succulent benefits of tourism industry, it appears an 
economic bonanza. But, at the same time, it has a few negative effects. The 
generation of economic benefits to the local communities and residents may be 
limited if many persons from outside the area are employed in tourism and 
tourism enterprises are mostly owned and managed by outsiders. In some 
places which have few local resources, the products used in tourism are 
imported from elsewhere, so there is an economic loss. Furthermore, tourism is 
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a multi-segment industry necessitating adequate development of infirastructural 
facilities. 
This requires huge investment of funds for the time bound development 
of tourism industry. The financial problems in many developing countries 
make it difficult to develop the tourism industry as desired. 
1.4J Social Aspects - Positive Effects: 
According to (National Committee on Tourism, chapter 7: 23) "Winding 
of social opportunities, setting up of the nation's social life, promotion of inter-
regional and intra-regional understanding, creation of national identity and 
national organization are some of the important positive effects of tourism 
industry in social transformation". In view of this statement, tourism can be 
viewed as an effective device to speed up the process of social transformation. 
Since the visitors to a country have an interaction with indigenous people, their 
personal relationship with them often has a profound effect upon the daily life 
and the attitude of the local people. (Medlik, S. 1972 in H. Robinson 1979: 
141) mentions that "When tourist comes in contact with the place they visit and 
its population, social exchange takes place. His social background affects the 
social structure and mode of life of his destination, he is in turn affected by its 
and sometimes carries back home with him new habits and ways of life". Thus, 
the strengthening of international understanding is found to be an outstanding 
benefit of social cohesion. The face to face meeting of the people erases 
frontiers between their nations and promotes international understanding. 
On the other hand. Tourism has contributed to the creation of many 
settlements which previously did not exist. According to (Pinchemel, P. 1969: 
383), "Tourism has given rise to more new urban developments than any other 
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industry has done". Such developments especially in European countries have 
had important social repercussions. In a true sense, tourism has emerged as a 
global industry and is playing a leading role in social integration and mutual 
understanding among nations. It has the objective of bringing mankind closer. 
1.4.4 Social Aspects - Negative Effects: 
The tourism industry may bring social problems. These problems are 
common to many forms of development. Tourism development in a region, 
town or village may result in a conflict between the needs of the tourist and the 
interests of the resident population. The long influx of tourists from affluent to 
poor countries may become the risk of inconvenience and result in social 
problems such as dishonesty, cheating, crimes and development of inferiority 
complex. (Jha, S. 1995: 14), points out that "As the local population came into 
contact with higher income groups, there is bound to be a rise in general 
expectations as norms of standards are generally raised. Since these 
expectations can't be generally met, the society can lead to develop frustration, 
dissatisfaction and corruption". 
1.4.5 Cultural Aspects - Positive Effects: 
Tourism remains basically a cultural phenomenon and revival and 
strengthening of cultural heritage is found to be an outstanding benefit of the 
tourism industry. Travel plays an important role in maintaining cultural 
linkage. The cultural integration and mutual understanding are important 
consequences of travel of people over time and places. The cultural motivation 
is the first appearance of modem tourism in the world- Undoubtedly, people 
seek extra knowledge about other populations and their customs and traditions. 
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The very best way of getting such knowledge is to travel, to go there. 
Tourism has been a device for speeding up learning cycles and expending the 
limits of human knowledge. In particular, there is a mingling of cultures which 
is a positive effect of tourism as it brings into contact peoples of different races, 
nationalities and backgrounds. On the other hand, tourism plays a leading role 
in boosting the growth of art and maintaining monuments due to which the 
development of tourism is initially based on protecting and maintaining of 
cultural heritage. 
1.4.6 Cultural Aspects - Negative Effects; 
In other ways, the aggressive development of active tourism introduces 
an element of cultural damage. In many areas, where living standards are low, 
the development of luxury tourism creates social tension. As a result of 
contacts, undesirable social effects are brought. Imitations of some of the 
behavioural patterns of tourists by local young people result in the loss of local 
cultural values and traditions. 
On the other hand, under-commercialization and modification of the 
local arts, crafts and traditions can cause a degradation of the local cultural 
heritage and loss of a sense of cultural identity. 
1.4.7 Environment Aspects - Positive Effects: 
Today there is a growing concern throughout the world about the 
protection of the environmental quality because the manufacturing industries 
pollute water, air and sound and make the environment unhealthy for the living 
beings. Since a high quality of environment is basic for tourism development, 
tourism can provide the justification and help for the conservation of local 
natural areas, archaeological and historical sites, arts, crafts and cultural 
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traditions and overall improvement of environmental quality. Basically, 
tourism has a multi-positive impact; first, the tovirism industry, unlike other 
industries, keeps the environment free from the smoke ("smokeless industry") 
or other industrial hazards. Second, the tourist centers, e.g., national parks, 
wildlife, bird sanctuaries, etc. directly contribute to the ecological balance. 
Thus, environmentalists recommend the planned development of the tourism 
industry. Of course, tourism will continue its leading role in environmental 
protection and conservation. 
Within the past few years, the new concept of tourism has been 
enunciated. 'Eco-tourism or sustainable tourism' has become the fastest 
growing concept within the world's largest industry. (Walker, J. 2005: 113) 
opines that "For tourists, it is the latest trend; for ecologists, scientists, and 
students, it is a lifelong dream; and for the tourism industry leaders, it is a 
potentially prosperous business". Particularly, it is a key tool in achieving 
sustainable development which is an effective tool in protecting and conserving 
environmental wealth for future generations. 
1.4.8 Environment Aspects - Negative Effects: 
(Ashraf, S. 2003: 10) mentions that "We must accept that tourism is 
neither a blessing nor a blight, neither poison nor panacea". Undoubtedly, there 
are a number of positive effects of tourism on the protection of the environment 
but at the same time; tourism has been blamed for environment pollution, 
congestion and other environmental problems. Tourism grew too fast and the 
growth was uncontrolled. Thus, there was a grave danger of over-crowding, 
noise and air pollution. 
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An unacceptable damage to the physical environment and an 
unacceptable decline in the quality of experience gained by visitors are the 
outcomes of uncontrolled and large influx of tourists especially during the peak 
season to relatively small areas. The mass movement of visitors to tourist 
destinations resulted in a rapid, unplanned construction of hotels and other 
dwellings for use of tourists and for migratory service employees. The 
important question here is what might happen to these destinations as they 
developed and reached their limits in terms of carrying capacity. 
(Butler, R., & J. Braugham 1972) hypothesized such a question. One of the 
hypotheses was that, as destinations began to suffer from a loss of quality 
because of excessive levels of development and use, new destinations would be 
developed and that this new development might be adapted in both space and 
time (figure. 1.9). 
Over the intervening years, attention shifted more to the happenings within 
destinations in terms of the process of development rather than the 
development of patterns of destinations. 
Figure: 1.9 
Destination shift in resort development over time 
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Source: Taken from Lew, et. al. (2004:160). A Companion to Tourism, London: 
Blackwell. 
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Although the aforesaid statements offer different impacts of tourism in 
both sides; i.e. positive and negative, collectively we can say that through 
careful planning, systematic implementation of that planning and continuous 
effective management of tourism, the benefits can be maximized and the costs 
can be minimized. Tourism development must be done in a marmer that is 
sustainable. However, some trade-offs are inevitable in any type of 
development including tourism. The partners for sustainable tourism 
development; i.e., the tourism industry leaders, the environment supporters and 
the local community, with some people represented in more than one group, are 
responsible for working together to balance the benefits and costs to come up 
with the best cost/ benefit result. 
To sum up, tourism is in many ways an activity that represents the 
twenty-first century. It is also something that trades with millions of people 
worldwide, generating large employment and opportunities and having 
significant impacts, both positive and negative. Thereby, the behaviour of 
tourists must be studied scientifically. In this regard, it is important to note that 
the advances in the understanding of the tourist behaviour will undoubtedly 
create desirable measurement of people environment interaction. 
1.5. Distinctive Aspects of Tourism: 
Tourism, basically, is an infrastructure-based service trade. However, an 
important question is often raised regarding the qualification for the alignment 
of tourism with all characteristics of service. 
A service is any act of performance that a party offers to another in an 
intangible form which, of course, does not result in transfer of ownership of 
any goods but has value for others. (Zeithaml, V„ & M. Bitner 2000: 2) wrote 
"Put in the most simple terms, services are deeds, processes, and 
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performances". Services are produced not only by service businesses but are 
also integral to the offerings of many manufactured-goods producers. For 
example, car manufacturers offer warranties, contracts, training, etc. All of 
these services prove that the services should be viewed as an integrated 
activity. Again specifically the term of services is rather general in concept, and 
it includes a wide variety of services. There are business and professional 
services (such as advertising, marketing research, banking, insurance, computer 
programming, mobile services, legal and medical advice, etc.,)which are 
consumed not only for the reason of business but also for leisure, 
entertainment, recreation, etc. 
For the reason of a growing market for services and increasing 
dominance of services in the economics worldwide, service marketers must be 
concerned with four characteristics of services: intangibility, inseparability, 
variability and perishability. They can be seen in the following figure: 
Figure: 1.10 
Four services characteristics 
INTANGIBILITY 
Service cannot be 
seen, tasted, felt, 
heard or smelled 
before purchase 
VARIABILITY 
Quality of services 
depends on who 
provides them and 
when, where, and how 
INSEPARABIL ITY 
Service cannot be 
separated from 
their providers 
PERISHABILITY 
Services cannot be 
stored for later 
sale or use 
Source: Kotler (2005). Marketing for Hospitality and Tourism, B^ '' ed., p. 58. 
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Intangibility: 
Unlike physical products, i.e. pen, soap, etc., services are intangible. So 
it is impossible for customers to sample-taste, feel, see, hear or smell a service 
before they purchase it. In other words, services are performances or actions 
rather than objects; they cannot be seen, tasted, felt, heard, touched or smelt in 
the same manner that we can sense tangible products. For example, 
transmission is a service which customers pay for and is performed by banks 
but typically has nothing physical to display as a result. In fact, many services 
(such as health care) are difficuh for the consumer to grasp even mentally; i.e., 
health care services are actions (e.g., surgery, diagnosis, examination, 
treatment, etc.) performed by providers and directed towards patients. These 
services cannot actually be seen, touched, etc. by the patient. However, he may 
be able to see and touch certain tangible components of the service (e.g., 
equipment, hospital room). 
In view of the above, we observe that very few products are purely 
intangible or totally tangible. Thus, we find here services tend to be more 
intangible than manufactured products, and manufactured products tend to be 
more tangible than services. Figure 1.11 captures this idea. 
Figure: l . I l 
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Source: G. Lynn Shostack: "Breaking Free from product marketing". Journal of 
Marketing, 41 (April 1977):73-80. 
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In case of tourism, intangibility is a key determinant. However, it is true 
that very few products being purely intangible exist in tourism as well. For 
example, the overall process that involves hotel business is intangible. But the 
decor of the hotel, the attire of its employees and their behaviour are part of the 
hotel's tangible evidence. It can be noted that tangibles can be used as a 
promotional programme as they provide customers with information and 
confidence about the service. So, it is an important part of a hotel's product. 
Thus, tourism business comes up with intangibility characteristics of service 
very well. 
On the other hand, travel and tourism industry is an agglomeration of 
too many sectors; i.e. vendors or suppliers who promote travel related services, 
such as transportation, accommodation, travel agencies, etc. and their services 
or goods are called travel products or tourist products. Accordingly, the tourist 
products are an amalgam of different tangible and intangible elements. As 
shown bellow: 
Figure: 1.12 
A view of Tourism Product 
' 
Tourism Product 
' 
Central services 
' 
Peripheral private services 
r t 
Transport: 
Air, Sea, Rail, 
Coacli, Car liire 
Attractions: 
Paria, Zoos, Heritage 
Centres, Monnments, 
Stately Homes, Physical 
Landscape 
Accommodation: 
Hotel, Motel, Guest House. 
farms, Holiday Centres, 
Apartment, Villas, Cabins, 
Clialets, camp And Carvan sites 
Catering: 
Restaurants, Motorway Service, 
Cafes, Fast-food outlets. Public 
houses. 
' 
Travel Insurance 
Marketing-Printing, 
Advertising 
Travel Agents, 
Distributors of literature, 
Tele text, Prtstel Whole-salers 
Tour, Coach Operators 
Private Education and 
Training Establbhments 
Private Ports, Airports, Marines 
Banking: 
Travel Cheques, Currency Shops. 
1 r 
Peripheral publk: services 
Government Organizations, 
Regional Tourist Originations. 
Information Centres, 
Borough/Council, 
Tourism Deppts. 
Public Education and 
Training Establishments 
Public Ports, Airports, Visa & 
Passport Offices 
Customs and Excise 
Services 
Police, Medical, Sanitation, 
Cleansing 
Source; Tourism Product, Modified From Gilbert, D.C; Concepts in the Marketing 
of Tourism, p. 7, Jha, S. M; Services Marketing, p. 185 HPH, 1994. 
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Inseparability: 
Services inseparability means that customers are part of the product. It is 
impossible to separate the product. It is impossible to separate the production 
and consumption of service as they are closely interrelated. In other words, it 
can be said that production can only be seen in the presence of the customer. 
(Cowell, D. 1984: 25), points out that "Goods are produced, sold and then 
consumed whereas the services are sold and then produced and consumed". 
The following figure shows this idea 
Figure: 1.13 
Inseparability of Services 
Goods Services 
PRODUCTION 
MARKETING 
TRADITIONAL 
MARKETING 
Consumption Buyer-seller 
Interaction 
Source Cowell, D. (1984). Marketing of Service, CAM Foundation and Institute of 
Marketing, London: Heinemann, p. 25. 
From the point of view of tourism business, inseparability plays a 
leading role, whenever both the service provider and the customer are present 
for the transition to occur. The travel agent or tour operator sells his product in 
the presence of the customer and this product can not be separated from 
him/her until it has been sold. For example, an airline ticket cannot be 
separated from the travel agent before it is sold to the passenger who is an 
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essential part of this process. On the other hand, the tourist services producers 
play are a part of the tourist product itself and an essential ingredient in the 
service experience for the consumer because of the close link between 
production and consumption of tourist services. 
Variability: 
Yet another characteristic of service is that it is highly variable. The 
main cause of service variability is that services are performance, frequently 
produced by humans who may differ in their performance from time to time. 
On the other hand, no two customers are precisely alike. Thus, it is very 
difficult to sell the same type of services to two customers even if they pay the 
same price. 
The variability factor of services makes it difficult to standardize the 
output of service firm. Rather, service quality depends on many unpredictable 
factors. Therefore, there is no sure knowledge that the service delivered 
matches with what was planned and promoted. In the tourism sector, we find 
the dommant role of variability. For example, the passenger satisfaction with 
the services delivered on the same flight may differ too much from one 
passenger to another; a guest at a hotel may receive excellent services on the 
first day and low grade services the second day from the same person. 
Perishability: 
(Akhter, J. 1990: 7) assesses that "Like labour, services are also 
perishable. Once a labourer stops working he cannot store the services that he 
was rendering". 
Basically, the fact behind perishability of services is that services cannot 
be saved, stored, resold, or returned. Thus, the time element assumes a 
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significant position. If we don't sell the service today, it's lost forever. For 
example, a 60 seat airplane that only sells 40 seats on a particular flight cannot 
use the 20 imsold seats and then it sells 80 seats the next flight. Basically, the 
revenue lost from not selling those 20 seats is gone forever. Therefore, demand 
forecasting and adequate planning for capacity utilization are a must if service 
providers are to maximize the revenue. 
On the other hand, the characteristics of perishability of service may be 
understood in terms of the consumable nature of the service; i.e., after the 
consumption of package, nothing is left which can be repaired or returned if 
dissatisfied. In the background of the characteristics of compatibility of 
services with tourism businesses, one finds that, like services travel and 
tourism industry is an agglomeration of too many sectors that promote travel 
related services. 
These sectors are called travel vendors or suppliers, and their services 
and goods are called travel products. Therefore, travel products are an amalgam 
of different tangible and intangible elements. 
The different characteristics of services make it clear that tourism is a 
service product, because the tourism business fits in them very well, as 
mentioned earlier with many examples. 
Moreover, tourism has its own salient aspects such as: 
• Seasonality of demand 
• Multiplicity of producers 
' Remembrance 
' Dominant role of intermediaries 
' Rigid supply components 
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Seasonality of Demand: 
(Robinson, H. 1979: 61) comments that "Seasonality means that tourism 
plant is frequently used for a limited part of the year and this, clearly, is 
uneconomic". 
On the other hand, seasonality affects almost all other sectors that 
promote travel related services. In most countries the tourism sector suffers 
from seasonal fluctuations of demand. This creates negative impacts such as 
lack of continuity in operation, consistency in quality level that is difficult to 
achieve; and economic frmctions such as incomes, cash flows, etc. become 
interrupted. Seasonality basically is the outcome of changing climatic 
conditions in traditional holidays, and institutional patterns in holiday. Both 
levels of seasonality, i.e. low and high, require creative planning and new ways 
of overcoming seasonality. 
Multiplicity of Producers: 
As mentioned earlier, tourism products are produced by too many 
vendors or suppliers. This proves that a tourist product can not be provided by 
a single enterprise like a tangible product where a manufacturer produces a 
total product. In tourism industry, for example, an airline provides seats, a hotel 
produces "guest night", a travel agent "bookings" which form the end product. 
Remembrance: 
It refers to the things related to holidays and journeys which tend to 
remain in the memory. When people travel on holidays, they are looking 
forward to creating memories. Travel and tourism, basically, kindles 
imagination. Photos from here and there, in the course of time assume 
considerable value, as they remind one of a stress- free life. 
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Dominant Role of Intermediaries: 
Travel trade is a wide field for the role of sales intermediaries such as 
tour operators, travel agents, reservation services and hotel brokers. The type of 
services to be offered, pricing policies, etc., to be adopted by a tourist 
enterprise are, therefore, determined not only relying on the needs and 
preferences of the customer but also by travel sales intermediaries. This is 
because they assume a significant position and dominant role in the market. 
Furthermore, they enjoy superior marketing strength. 
Rigid Supply Components: 
The rigidity of the supply components in tourism refers to those factors 
which are responsible for rigidity, like railways, roads, airports, etc. It is hard to 
complete or extend and open airport within a short time. A hotel which does 
not meet viable levels of occupancy can not be used as an apartment house too 
successfully. 
In most countries, the rigidity of tourism supply components creates the 
image problem since the tourism demand is not well- planned along with the 
tourism supply. 
Collectively, tourism is a major social phenomenon of the modem 
society with enormous economic consequences. It is also widely recognized as 
the world's largest export industry. Tourism can be an efficient tool to advance 
international peace and understanding. On the other hand, tourism is a multi-
sectoral activity characterized by a wide range of suppliers. It is a service 
industry and has to be planned and developed on scientific lines like other 
industries. 
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Both the positive and negative effects of tourism should be considered 
and tourism viewed in its social, cultural and environmental dimensions, etc. 
Nowadays, tourism and its analysis have become a field of study among 
academics and researchers, the present study is an attempt in such direction. 
The next chapter will highlight the present scenario of tourism in India and 
Yemen. 
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PRESENT SCENARIO OF TOURISM IN 
INDU AND YEMEN 
2.1 Existing position of Tourism in India 
2.1.0 Introduction 
India is one of the oldest civilizations with a rich heritage, cultural 
diversity, historical background and variegated geographical conditions. 
Because of these factors, it is one of the major tourist attractions in this part of 
the world. India is located in South Asia, bounded by the Great Himalayas in 
the north; it stretches south and at the tropic of cancer, tapers off into the Indian 
Ocean between the Bay of Bengal on the east and the Arabian Sea on the west. 
According to (India- A Travel Guide 2002: 2) and as mentioned in 
http://www.Iexplore.com/dmap/India/The+essentials;$3xGCWQAAARINCP2 
MN5XCGWQ; http://www.brightcareers.com, it is the second most populous 
(1.1 billion) and the seventh largest country in the world (3,287,263 sq km). 
India has varied and innumerable tourist products and destinations to promote: 
the Himalayas for mountain tourism, the 6,000 kilometer coastline for beach 
tourism, temples, forts, palaces, monuments and ruins for historical tourism, 
over 200 sanctuaries for wild life tourism, places and people with diverse 
languages, literature, fine arts, and traditions for cultural tourism, the state of 
Rajasthan for desert tourism, natural therapy centers for medical tourism, and 
Mumbai and Delhi for business tourism. In fact, India has everything to offer. 
Therefore, the Government of India took several significant steps 
towards tourism, which can be stated as follows: 
a) In 1982, a national policy on tourism was announced. 
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b) In 1988, a comprehensive plan for achieving a sustainable growth in 
tourism was formulated by the National Committee on Tourism. 
c) In July 1991, tourism was declared to be a priority sector for foreign 
investment. 
d) In 1992, a National Action Plan was initiated and subsequently in 1996 the 
National Strategy for promotion of Tourism was decided. 
e) In 2002, the new tourism policy was implemented during the tenth plan 
(2002-2007). 
Tenth Plan Objectives 
As stated in (The Tenth Plan, Government of India 2002-07: 821), the 
Objective of such plan towards tourism is to integrate tourism with socio-
economic objectives of the plan by creating 3.6 million jobs a year through the 
promotion of domestic and international tourism and to enhance India's share 
of international arrivals from 0.38 percent to at least 0.62 percent by 2007. 
Major Components of the Tenth Plan Strategy 
According to (The Tenth Plan, Government of India 2002-07: 224), the 
major components of the Tenth Plan Strategy are: 
To develop a national consensus on the role of tourism in the development 
agenda of the nation through the National Development Council. 
To enhance the effectiveness of public sector investment through the inter-
sectoral convergence and prioritization of tourism-related infrastructure 
programmes in other sectors like special tourist trains, rail and aviation links, 
rural roads, etc. 
To remove the barriers to growth to leverage private sector investment. 
53 
CHAPTER TWO: PRESENT SCENARIO OF TOURISM IN INDIA AND YEMEN 
To mobilize the support of the primary players (i.e., the state govermnents) in 
tourism development. 
To provide legislative and regulatory support to protect the tourism industry, 
the consumer and the environment. 
To involve the rural sector in tourism and start mobile training units for service 
providers in rural areas identified for the development of tourism. 
To augment training facilities in hotel management and food craft and build the 
capacity of service providers at the cutting edge. 
To create world class circuits and destinations, and eschew haphazard 
development. 
Achievement during the Tenth Five Year Plan 
During the Tenth Five Year Plan, a double-proved strategy of upgrading 
the tourism infrastructure and vigorous marketing under the banner of 
"Incredible India" campaign was followed to position India as a global brand. 
According to Annual Report (Ministry of Tourism- Government of India 2006-
07: 24), the following four-point journey was sought to be achieved to a large 
extent among the target tourists and in source markets: 
• From non-awareness to awareness 
• From awareness to interest 
• From interest to desire, and 
• From desire to final action, i.e. booking a holiday. 
Thus, India achieved significant growth in terms of foreign tourist 
arrivals in the last five years. In other words, the efforts made during the Tenth 
Plan are now resulting into India registering a growth of 78% in foreign tourist 
arrivals and a growth of 122% in foreign exchange earning in 5 years' time. 
54 
CHAPTER TWO: PRESENT SCENARIO OF TOURISM IN INDIA AND YEMEN 
International Recognition 
As stated in (http://www.pib.nic.in/archieve/others/2006/may2006/2years 
_upa_gov_may2006 /tourism_2years_upa_gov_may2006.asp0), the efforts 
made during the Tenth Plan have resulted in the following international 
recognition towards India: 
Lonely Planet has selected India amongst the top 5 destinations from 167 
countries. 
Condenast Traveler and i-explore have ranked India amongst the top 5 
preferred destinations in the world. 
Association of British Travel Agency (ABTA) has ranked India as Number 1 
amongst the top 50 places for 2006. 
Incredible India campaign has been the winner of PATA Gold Award for the 
best Print Advertising campaign, PATA Gold Award for the best destination 
campaign. 
Incredible India has been ranked as the Highest recalled advertisement 
worldwide and has been given the July Award by Travelution, Netherlands for 
the best advertising campaign for 2004. 
TTG Asia has ranked the Department of Tourism as the best National Tourism 
Organization. 
India was appointed chairperson of UNWTO task force to draw strategy for 
the rehabilitation of tourism in the Tsunami affected areas. 
India was elected to represent South Asia on the Executive Council of 
UNWTO, the highest policy making world tourism body represented by 150 
countries. 
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2.1.1 Problems and Obstacles of Tourism in India 
The tourism industry in India has not yet developed to its fulL4X)tenftal 
due to many serious problems. (Batra ,G., & R. Dangwal 2001: 144-45) opine 
that there are many serious problems both man-made and natural that face 
tourism industry in India, like inadequate infrastructural facilities, lack of 
transport facilities, lack of availability of skilled labour; natural problems 
include flood, drought and other natural calamities. 
(Raina, A., & S. Agarwal 2004: 229-333) give an in-depth account of 
the problems of Indian Tourism Industry. Their account of these problems can 
be traced through the following statement: 
• Regarding domestic tourists, they mention that there are many types of 
problems that the domestic tourist faces when he reaches the pilgrimage centers 
or places. They include inadequate accommodation facilities, unhygienic food, 
and lack of safety measures, exploitation of innocent pilgrims, corruption 
inside the pilgrimage centers and lack of discipline during festivals. Tourism as 
they say is a composite of activities, services and other industries that involve 
transportation, accommodation, eating and drinking establishments, shops, 
entertainment activity, facilities and other hospitality services available for 
individuals or groups that are traveling away from home. All such activities, 
as they opine, are not scientifically integrated by the tourism industry in India, 
as there are the problems of Co-ordination of various departments responsible 
for the growth of tourism. 
• Regarding services within hotels, they mention that in some budget hotels, 
tourists are of the opinion that the staff recruited seem to be untrained and lack 
in professional knowledge. Tourists face the problem of water and electricity 
services. 
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• With regard to infrastructure facilities, they mention that lack of adequate 
infrastructure facilities is not of the important areas in the development of 
tourism especially in the areas of religious and cultural significance. They 
further say there is no co-ordination between Air India, Indian Railways and 
various state transport agencies. Therefore, the precious time of tourists is 
wasted in making arrangements and schedules to different places of tourist 
importance. 
• Regarding the existing system of rail, air booking and cancellation, they 
indicate that such system is considered very unsystematic and time-consuming. 
As they also comment that tourists face problems with parking their 
vehicles, local transportation, problems of untrained guides, problems of 
language, sexual harassment towards women tourists, beggary problems. The 
beggary problem, as they say, is very serious in India. The beggars irritate the 
tourists till they get money so that foreign tourists have a very bad image of 
India on account of beggars. 
• Regarding security, they state that the rate of crime and cheating is also on 
increase. More and more tourists find their valuables missing. They further 
mention that few cases are reported to the police regarding cheating by the 
shopkeepers and owners of emporiums. The taxi-drivers, auto-rickshaw 
drivers, luxury coach owners and allied services, do not have meters and they 
purposely take long routes to places where the tourist wants to reach. As the 
tourists do not know about distance, they charge high fares from them. 
• Regarding sewerage and drinking water, they put poor sewerage and 
shortage of drinking water as the major features of the country's main tourist 
resorts. 
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• Regarding visa and currency conversion, they comment that visa problem 
and currency conversion are other major problems the foreign tourists generally 
face. How to get renewal of the visa is a problem as the offices are situated in 
Delhi and Mumbai. 
• Regarding publicity, they opine that the poor publicity about various 
religions and cultural places is responsible for the underdevelopment of 
tourism. Another serious problem, as they comment, is that of pollution 
especially in the water bodies near tourist destinations. 
(Murugan, A. 2005: 105) sums up the challenges faced by the tourism 
industry in India in the following points: 
1. The Tax paid by the tourist in India is the highest in the world compared to 
the other Asian countries where the tax rate is between 3-6%. Indian hotels 
charge about 40% tax. 
2. The Government support to the industry has fallen well short of 
expectations and budgetary and other allocations to the sector have been 1% of 
public spending as against global average of 6.8 percent. 
3. The Airline Industry is also worried about airline seat capacity. About 10 
million seats are required in the international segment while the supply is just 
about 5 million. 
4. Hotel rooms are a huge gap in availability. Total requirement of hotel 
rooms is estimated to be about 130, 000, as against the availability of just 
60,000, the biggest shortfall is in the 3 star category. 
5. Procedural delays in getting visas are another area of concern. Visas are 
issued to the citizens of only those countries which give visas to Indians. 
6. Many hotels are not transparent in their financial dealing. 
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7. Another important factor behind the limited exploitation of the tourism 
potential of the country, as they comment, is the deterioration of macro-
economic central planning to the level of micro-planning whereby even the 
building of toilet blocks in major tourist centers had to wait for central plan 
allocation, resulting in the sapping of local initiative and value systems. The 
tourism initiatives should work towards overcoming the effect of such over-
centralization. 
According to the (Sixtieth Report of the Committee on Transport, 
Tourism and Cuhure, 2002:4), India is accented among the unsafe destmations 
by international tourists. There is a large number of reports regarding the 
atrocities/harassment, etc. of foreign tourists by unscrupulous elements in the 
coimtry, incidents of foreign tourists being physically harmed, robbed and 
murdered are not uncommon. 
The (Tenth Five Year Plan, Government of India 2002-07: 4) has 
identified several factors that are responsible for the inadequate growth of the 
tourism sector in India. These are: barriers related to approach, barriers that 
discourage private investment, factors that affect competitiveness of Tourism, 
and the factors affecting the long-term interest of tourism. The barriers related 
0 the approach are: 
absence of consensus on the role of tourism 
lack of priority to tourism on account of unappreciated potential 
relatively low levels of investment 
lack of interest on the part of the state governments - the primary players 
an unprofessional ad hoc approach 
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The barriers that discourage private investment can be summarized as follows: 
• absence of legislative support 
• lack of policy integration and co-ordination 
• lack of long-term investor-friendly policies 
• heavy and multiple taxes, restrictive aviation and land policies. 
With regard to the factors that affect competitiveness, the following issues have 
been identified: 
Lack of concern for competitiveness 
Complex visa procedures 
Inadequate facilitation services 
Lack of quality infrastructure 
Lack of emphasis on product quality 
Lack of training at the 'cutting edge' 
Lack of hygiene 
Low utilization of modem marketing and publicity tools. 
The factors affecting the long-term interest of tourism are: 
Lack of community participation and awareness of benefits 
Lack of involvement of the rural sector 
Lack of concern for sustainability. 
2.1.2 Scale of International Tourism in India during 2002-2007 
Tourism in India started receiving attention in the recent decade through 
the new tourism policy, 2002. 
The new policy, 2002 has been implemented during the Tenth Plan. The 
Tenth Plan has increased the allocation for tourism and mobilized state 
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governments to use tourism as a means for achieving their socio-economic 
objectives and to encourage the private sector to enhance investment in 
tourism. 
Furthermore, the policy has provided legislative and regulatory support 
for sustainable tourism. According to the (Sixtieth Report of the Committee on 
Transport, Tourism and Culture, 2002: 1), recently, tourism is India's third 
largest export industry after readymade garments and gem and jewellery, it has 
registered a robust growth in terms of foreign tourist arrivals in the last five 
years. In view of tourist arrivals in 2002 as a base year post-September 11"" 
attacks (2001) on the world Trade Centre in the United States, is low when 
compared to the previous year. The reason is that in addition to the September 
11 attacks and its impact on the tourism industry all over the world. There was 
the war in Afghanistan, tensions in Kashmir and a Terrorist attack on Indian 
parliament. However, the year 2003 registered remarkable growth from 2.38 
million tourist arrivals in 2002 to 2.73 million in 2003, indicating a growth of 
14.7% to 3.46 million tourists against 2.73 million tourists in 2003. 
The year 2005 has been a highly successful year. The foreign tourist 
arrivals during the year 2005 reached a level of 3.92 million against 3.46 
million during the previous year. The growth rate of 13.2% during 2005 was 
achieved over and above a growth of about 26.8% witnessed during the year 
2004. The year 2006 witnessed a positive growth in foreign tourist arrivals to 
India, reaching a level of 4.43 million, registering a growth of 13.0% as 
compared to the corresponding period of the previous year. In 2007 the tourist 
arrivals to India registered remarkable growth to reach a level of 4.97 million 
tourists. In spite of this growth, the share of India in world tourism is quite 
significant as shown below. 
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Table 2.1 
International Tourist arrivals and share of India in world tourism 
\ . Item 
Year ^ \ 
2002 
2003 
2004 
2005 
2006 
2007 
World Tourist 
Arrivals (million) 
702.8 
690.9 
766.0 
808.0 
846 
903 
Tourist Arrivals to 
India (million) 
2.38 
2.73 
3.46 
3.92 
4.43 
4.97 
% Share of India in 
World Tourism 
0.34 
0.39 
0.45 
0.49 
0.52 
0.55 
Source: Prepared by the researcher on the basis of: 
1 - World Tourism organization (WTO) 
2- Ministry of Tourism, Government of India 
Regarding foreign exchange earnings fi"om tourism in 2002, a decline 
was registered against the previous year (i.e., 2001 which was US $ 3198 
million), because of the decline in foreign tourist arrivals during the year 2002 
for the reasons just mentioned. However, the year 2003 has shown a 
phenomenal growth in foreign exchange earnings from US $ 3103 million in 
2002 to 4463 million, achieving an increase of 43.8%. This growth became 
stronger in the year 2004, taking India's foreign exchange earnings fi-om US $ 
4463 million in 2003 to 6170 million in 2004, with a growth rate of 38.2%. 
During the year 2005, the foreign exchange earnings touched the level of US 
$7493 million against US $ 6170 million during 2004, a growth of about US $ 
1323 million in one year (21.4%). Also in 2006, the foreign exchange earnings 
from tourism have shown a phenomenal growth from US $ 7493 million in 
2005 to US $ 8934 million in 2006, achieving an increase of 19.2%. In 2007, 
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the foreign exchange earnings reached a level of US$ 11, 956 million with a 
growth rate of 33.8 %. This can be seen in the following table: 
Table 2.2 
Foreign tourist arrivals to India and the foreign exchange earnings during the 
period 2002-2007. 
N. Item 
Year X , 
2002 
2003 
2004 
2005 
2006 
2007 
Tourist Arrivals 
(million) 
2.38 
2.73 
3.46 
3.92 
4.43 
4.79 
Change over 
previous year 
% 
— 
14.3 
26.8 
13.3 
13.0 
11.9 
Foreign exchange 
earnings 
(million US $) 
3103 
4463 
6170 
7493 
8934 
11956 
Change over 
previous year 
% 
— 
43.8 
38.2 
21.4 
19.2 
33.8 
Source: Prepared by the researcher on the basis of: Annual Report Ministry of 
Tourism, Government of India 2007-08. 
TovistAnivals to India (ndlion) 
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In respect to the tourist arrivals to India by nationalities, the following 
tables present the top ten Source countries (markets) for foreign tourist arrivals 
to India in 2005 (Table: 2.3) and 2006 (Table: 2.4). 
Table 2.3 
Share of top ten markets for India in tourist arrivals during 2005 
(In million) 
Country 
UK 
USA 
Canada 
France 
Sn Lanka 
Germany 
Japan 
Malaysia 
Australia 
Singapore 
Others 
Total 
Arrivals 
0 647 
0618 
0 156 
0 151 
0 137 
0 129 
0 102 
0 098 
0 096 
0 071 
1 715 
3 920 
% Share 
16.5 
15 8 
39 
3 8 
35 
33 
26 
2.5 
24 
1 8 
43 9 
100 0 
Source: Bureau of Immigration, Govemment of India 
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Share of Ten Markets for India in Arrivals 
During 2005 
16% 
43% 16% 
2°/£% 3% 3% 3% 4%4% 
HUK 
• USA 
D Canada 
n France 
• Snianka 
n German 
• Japan 
a Malaysia 
• Australia 
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a Others 
Table 2.4 
Top 10 Source countries for foreign tourist arrivals to India in 2006 
(In million) 
S. No 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Source Country 
UK 
USA 
Canada 
France 
Germany 
Sn Lanka 
Japan 
Australia 
Malaysia 
Nepal 
Total of top ten countries 
Others 
All Countries 
Foreign Tourist Arrivals 
(in million) 
0 734 
0 697 
0 177 
0 175 
0 157 
0 155 
0 119 
OHO 
0 107 
0 092 
2 523 
1 925 
4 447 
Percentage share 
16 5% 
15 7% 
4 0% 
3 9% 
3 5% 
3 5% 
2 7% 
2 5% 
2 4% 
2 1% 
56 7% 
43 3% 
100 0% 
Source: Bureau of Immigration, Government of India 
* Available data for 2006 
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Share of Ten Source countries for India in 
During 2006 
16% 
^ - " " ^ 1 
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Arrivals 
• UK 
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n France 
• Snianka 
D Germany 
• Japan 
D Malaysia 
• Australia 
• Singapore 
n Others 
Through the tables above, we find that the first two countries, the UK, 
and the USA accounted for more than half of the total of the top ten countries 
arrivals to India (32.2%). At the same time, the UK and the USA arrivals have 
remained the same as compared to 2005. However, the US Arrivals registered a 
decline of about 0.1% from 2005. The Canadian arrivals occupied the third 
rank with an increase of 0.1% from 2005. The Garman arrivals achieved a 
significant growth of 3.5% with an increase of 0.2% from 2005. The others of 
top ten source countries remained somewhat unchanged in 2005-2006. 
2.1.3 Contribution of Travel and Tourism to Indian Economy 
Tourism is a major phenomenon of the modem world with significant 
socio-economic consequences. It is the best way to most developing nations to 
maximize their rates of economic growth. In other words, Tourism is playing a 
leading role in economic growth. Relying on its succulent economic benefits, 
most countries have assigned a pivotal role to tourism. The income and 
employment generation benefits have been the main reason for encouraging 
tourism development. According to (WTTC, Report for India 2007: 6), travel 
and tourism industry (direct impact), should contribute 3.6% to the Gross 
Domestic Product (GDP) worldwide and the broader Travel and Tourism 
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Domestic Product (GDP) worldwide and the broader Travel and Tourism 
Economy (direct and indirect impacts) should contribute 10.4% to world GDP in 
2007. On the other hand, there are 76.1 million Travel and Tourism industry 
jobs (direct impact) and 262.6 million Travel and Tourism Economy jobs (direct 
and indirect impacts) by 2007. In the developing countries like India and 
Yemen, tourism has acquired tremendous importance owing to its emergence as 
an important exchange earner and as an effective instrument for generating 
employment. 
2.1.3.1 Contributions of Travel and Tourism to Indian Gross Domestic Product 
Tourism has become an important segment of Indian economy, 
contributing substantially to its foreign exchange earning. The foreign 
exchange earnings from tourism have increased steadily since liberalization in 
the early 1990s. The percentage share of foreign exchange earnings out of total 
Gross Domestic Product (GDP) increased significantly between 2002 and 
2006. According to (Armual Report, Ministry Of Tourism- Government of 
India 2006-07: 9), in the last two years, the foreign exchange earnings from 
tourism have shown a phenomenal growth from US$ 5730.86 million in 2005 
to US$ 6569.34 million in 2006, achieving an increase of 14.6%. 
The contribution of Travel and Tourism industry (direct impact), as well 
as the Travel and Tourism Economy (direct and indirect impacts) to the Indian 
Gross Domestic Product (GDP) can be illustrated through the following table. 
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Table 2.5 
India's Travel and Tourism GDP (% of Total GDP) 
Item 
Travel & Tourism 
(direct impact only ) 
Travel &Tourism 
(direct & indirect 
impacts) 
Year 
2002 
2.03 
5.19 
2003 
2.06 
5.23 
2004 
2.13 
5.40 
2005 
2.20 
5.60 
2006 
2.10 
5.43 
2007 
2.05 
5.35 
Source: Prepared by the researcher based on world Travel and Tourism Council 
report 2007 for India 
5 
3 
2 
1 | - — 
2002 2003 2004 2006 2006 2007 
1 Travel & Tousm drect 
npactonly 
I Travel S Tounsm drect & 
rdrect npacls 
5 
4 
3 
2 
1 
0 
—•— 
2002 
__•_—•-—*—~~9——m ' 
1 
—f- ' • " » • —.^ .. 
1 1 1 1 
2003 2004 2005 2006 2007 
Year 
0 Travel & Tounsm 
Direct impact only 
— 1 — Travel & Tounsm 
direct & indirect 
impacts 
In 2007, India's Travel and Tourism industry is expected to contribute 
2.0% to the Gross Domestic Product (GDP), and the Travel and Tourism 
Economy contribution (percent of Total) should decline from 5.4% to 5.3%. 
(Table 2.5) 
2.1.3.2 Contribution of Travel and Tourism to Employment in India 
(ESCAP 1996) stresses that tourism is widely recognized as a highly 
labour intensive service sector, thereby an available source of employment. 
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Moreover, the multiple effects of this sector are generally expected to be higher 
than other sectors. Tourism also generates employment for workers at all levels 
of skill. 
To put it another way, tourism sector provides a wide range of jobs, 
which are intended from unskilled to highly specialized ones. Basically, there 
are two categories of employment concepts in tourism sector. 
(i) Direct employment, and 
(ii) Indirect employment. 
Direct employment generally includes those jobs with face to face 
contact with visitors (hotels, airlines, restaurants, entertaiiunent and sight-
seeing). 
Indirect employment includes those faceless jobs associated with: 
• Industry suppliers (airline caterers, laundry services, food suppliers, 
wholesalers, etc.) 
• Government agencies, manufacturing and construction of capital goods and 
exported goods used in travel and tourism. 
• Supplier commodities (steel producers, lumber, oil production, etc.). 
Regarding contribution of Travel and Tourism to employment in India, the 
following tables give an account of Travel and Tourism employment (both 
direct and indirect impacts). 
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Table 2.6 
India's Travel and Tourism employment direct and indirect 
(000 of jobs) during 2002-2007 
Item 
No. of direct employment 
created by travel & 
tourism (000 of jobs) 
No. of direct & indirect 
employment created by 
Travel & Tourism 
(000 of jobs) 
Year 
2002 
10.274 
23.238 
2003 
10.524 
23.745 
2004 
10.878 
24.701 
2005 
11.262 
25.771 
2006 
11.062 
25.549 
2007 
11.002 
25.607 
Source: Prepared by the researcher based on: World Travel and Tourism Council 
(WTTC) Report, 2007 for India 
2002 2003 2004 2005 2006 2007 
I h4o of direct emptoyment 
created by travel & 
tounsm(OOOof|ot>s) 
I • No direct & indirect 
employment created 
•ffevel & Tounsm (000 of 
I lobs) 
2002 2003 2004 2005 2006 2007 
' No of (firvct •rnptoymcnt 
created by travel & 
tounsm (000 of )abs) 
-No dnct&ndrect 
•mptoynmit cTMtod t)y 
Travel & Toumm 1^00 of 
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Table 2.7 
India's Travel and Tourism Employment ("/o of Total Employment) during 2002-2007 
Item 
No. of travel & tourism employment 
(direct & indirect impact) 
Year 
2002 
5.44 
2003 
5.45 
2004 
5.57 
2005 
5.70 
2006 
5.55 
2007 
5.47 
Source: Prepared by the researcher based on: World Travel and Tourism Council (WTTC) 
Report, 2007 for India 
2002 2003 2004 2005 2006 2007 
Year 
'No oftravel&tounsm 
Employment (direct & 
Indirect iii^)act) 
2002 2003 2004 2005 2006 2007 
No of travel & 
Totmsm employmeni 
(Direct & indirect 
Impact) 
It is clear from the above tables that the role of tourism in creating 
employment in India is of the greatest importance. 
According to (ATS 2006: 7), the Indian Travel and Tourism Economy 
(direct and indirect impacts) ranked second in respect of employment (000 of 
jobs) out of the top ten countries in 2005 and 2006. As mentioned in 
(http://wvyw.wttc.com). in 2007, the Indian Travel and Tourism Economy 
employment is estimated at 25,607,000 jobs (5.5% of total employment) as 
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shown in the above tables. Forecasts say that by the year 2017 the Indian 
Travel and Tourism Economy will generate 28.322.000 jobs (5.2% of the total 
jobs) and the Indian Travel and Tourism industry will generate 11.654.000 jobs 
(2.2% of the total jobs). 
India has become one of the most popular tourist destinations in the 
world. Of course, there has been a phenomenal growth in terms of tourist 
arrivals to India. As this growth continues to increase, it may lead to the 
creation of wealth and employment. Indian tourism industry has a strong 
relationship with the socio-economic growth of the country. 
2.2 Existing position of Tourism in Yemen 
2.2.0 Introduction: 
Yemen is located in the south of the Arabian Peninsula. As mentioned in 
(Yemen - Information and numerals brochure 2004:1), the total population of 
the country is approximately (20, 357,000) distributed in 19 govemorates other 
than the capital. 
As far as tourism is concerned, Yemen is rich with many historical and 
artistic architectures, traditions and customs, and handicrafts. On the 
architectural side, there are three Yemeni cities recognized by UNESCO as 
among the most archeological cities in the world. They are old Sana'a, Shibam 
Hadhramout, and Zabid. 
In addition, Yemen has a very long sea coast along the Red sea, the 
Arabian Sea and Aden Gulf Besides, there are island coasts, which consist of 
about 181 islands, most of which are still unexplored. The studies have shown 
that more than 93 sources of hot and cold mineral waters exist in different 
places of the country. 
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There are also many medical and natural baths, such as All's bath in 
Dhamar govemorate, Damt bath in Adh-Dhali' govemorate, Bilad Al-Roos 
bath in Sana'a govemorate, Thubalah bath in Hadhramout, Alhwaimi bath in 
Luhj and At-Toor bath in Hajjah govemorate. Also, there are around nine 
natural protectorates in Yemen, in which there are about 2180 types of plants 
and a wide range of wildlife, which realty can become a tourism environment, 
especially in Socattra Island. Mountainous areas are also good environments 
for mountain tourism; for example. Prophet Shoaib Mountain, Al-Mahweet 
Mountains, and Sa'adah Mountains. There is also abundant desert tourism; for 
example, Ramlat Al-Sabeatin in Marib, old Shabwah, and Hadhramout. 
From the above-mentioned facts, it can be argued that the strategic vision 
of Yemen 2025 puts a great hope on tourism sector, both in creating job 
opportunities and increasing the national income, and thus gaining more 
foreign exchange earnings. For these reasons, Yemen has given special 
importance to tourism sector. Many plans and programmes have been carried 
out by the government for developing this important sector. For example, the 
second five year plan (2001-2005) emphasizes the role of domestic sector in 
developing the national economy. According to the (Second Five Year Plan, 
Government of Yemen 2001-05:152-54), the following objectives, policies, 
and procedures related to tourism have been declared; 
a) Objectives 
The second five year plan aimed at evolving and developing the tourism 
sector at both national and intemational levels by removing all the obstacles 
facing this sector and by establishing all the necessary factors that make this 
sector reach its ultimate goals. This can be done by achieving the following: 
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• Increasing the share of tourism sector in the Gross Domestic Product (GDP) 
and raising its contribution in creating direct and indirect job opportunities. 
• Developing the areas where there are elements of tourist attractions in order 
to improve the income of that area and decrease the internal immigration. 
• Encouraging the domestic tourism as an alternative to international tourism 
so that the tourism activity can continue throughout the year and that the 
decrease in international tourism to the country can be compensated. 
• Attracting foreign investments in tourism projects and conveying the 
tourism experience in the light of independent or corporate projects. 
b) Policies and Procedures. 
• Reconstructing the institutional framework and completing laws and 
legislations related to tourism sector in order to remove all growth obstacles of 
this important sector. 
• Creating a peaceful tourism atmosphere that can make tourists feel safe, and 
fighting all the irresponsible practices that threaten their safety at all places and 
entries. 
• Accomplishing the tourist infrastructure especially in the tourist atfraction 
areas. 
• Improving the tourism product by means of protecting and maintaining 
historical archeology, such as castles, forts, palaces, temples, etc. 
• Adopting programs that can encourage domestic tourism and promote and 
reinforce the existence of Yemeni tourist products in the international tourist 
markets and entering new markets. 
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• Developing different kinds of tourism activities, such as art festivals, sea 
tourism, water sports, swimming, natural protectorates, and places of natural 
medicine. 
• Developing tourism and cultural awareness among the individuals of the 
society in order to create an environment that welcomes any tourism activity. 
• Illustrating the importance of tourism and the responsibility of all people in 
developing this very important national industry; involving the local societies 
and non-government organizations which are interested in tourism activities in 
developing and involving the tourist product and its good exploitation and 
maintenance. 
• Encouraging handcraft industries that attract tourists, especially in tourist 
and archaeological areas in order to create job opportunities and reduce poverty 
and unemployment. 
• Carrying out field studies on tourism attraction sites, and putting tourism 
investing plans and defining investing priorities in the tourism sector. 
• Specifying places for tourism investments, especially in the more qualified 
and deserving areas. 
• Encouraging private sector to engage in tourism investment, especially in 
those areas that are in need of tourism services. 
• Developing and improving the skills of the employees working in tourism 
sector in order to improve the level of tourism services. 
• Protecting the tourism environment and reducing the reasons of pollution in 
tourist areas. 
75 
CHAPTER TWO: PRESENT SCENARIO OF TOURISM IN INDIA AND YEMEN 
Achievements during ttie second five year plan (2001-2005) 
Tourism has witnessed a growing development during the five year plan, 
both at the institutional and organizational framework and by qualifying new 
tourist areas and increasing the number of hotels. All these factors have played 
a dominant role in increasing the tourism demand (national and international) 
which consequently led to the increase in tourism receipts. As cited by (Al-
Hada, O. 2007: 8-9), "the number of foreign tourist arrivals to Yemen increased 
from 68 thousand tourists in 2002 to 336 thousand tourists in 2005, i.e. with 
228 thousand increase in three years." 
The annual average growth in this period was approximately 50%. 
Accordingly, the number of international tourism nights increase from 588 
thousand in 2002 to 2016 thousand in 2005, i.e. with an increase of 1428 
thousand during the three years period. The average annual growth reached 
approximately 51%. The domestic tourism demand (Yemenis and foreigners) 
has increased from 592 thousand tourists in 2002 to 813 thousand tourists in 
2005, i.e. with an increase of 221 thousand local tourists during the period 
2002-2005. The annual average reached approximately 12%. The number of 
local tourism nights have increased from 1279 thousand in 2002 to 3089 
thousand national tourism nights in 2005, i.e. with an increase of 18% during 
this period 2002-2005. The annual growth average reached approximately 34% 
during this period. 
Regarding foreign exchange earnings from tourism, Al-Hada mentions 
that it has remarkable increase from US$ 106 million in 2002 to US$ 262 
million in 2005, i.e. with an increase of US$ 156 million during this period 
2002-2005. The annual growth average reached approximately 35% during this 
period. 
76 
CHAPTER TWO: PRESENT SCENARIO OF TOURISM IN INDIA AND YEMEN 
According to (WTTC, Report for Yemen 2007: 22), employment in tourism 
sectors (both direct and indirect) accounting for 7.29%, 7.31%, 6.65%, 7.29% 
in 2002, 2003, 2004 and 2005 (respectively) of total employment in the 
country. As far as annual plans and reinforcing the objectives and 
programmes of tourism development are concerned, the Ministry of Tourism 
has adopted the annual plan for tourism sector 2007 in the light of the 
requirements and objectives needed for developing the performance of all 
tourism sectors in Yemen. As declared in the (Annual Plan, Ministry of 
Tourism, Govenmient of Yemen 2007), the objectives of such plan can be 
summarized as follows: 
1. Reforming and developing the institutional administration of tourism. 
2. Maintenance of tourism ingredients and raising the level of awareness in the 
importance of tourism. 
3. The accomplishment and development of infrastructure services related to 
tourism and encouraging national and international investments in tourism. 
4. Taking mterest in qualifying the staff working in the field of tourism and 
widely establishing and developing tourism and hotels and training 
institutions. 
5. Developing new tourist products. 
6. Developing and modernizing the services offered to tourists at air and sea 
entries. 
7. Encouraging and supporting the traditional handicrafts connected with 
tourism activities. 
8. A wide spread in tourist promotion in the international markets, exhibitions 
and conferences. 
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2.2.1 Problems and Obstacles of Tourism in Yemen 
Looking at the potentialities of Tourism in Yemen as mentioned earlier, 
we find that most of such various potentialities are not utilized and exploited. 
The reasons behind this can be summed up in the following factors: Jf'^ 
(i) The problems and obstacles related to tourism infrastructm®^, 
(ii) The problems and obstacles related to security dimensfii^s; "^  . _^ 
(iii) The problems and obstacles related to tourism marketing and promotion; 
(iv) The factors related to the tourism training and qualification. 
• The problems and obstacles related to tourism infrastructure: 
As mentioned earlier, the tourist product in Yemen is characterized by 
its variety that spreads in a wide area of the country. It is found in places where 
it is difficult to reach due to its complex natural locations. This is regarded as a 
very serious challenge facing tourism investment which requires paved roads, 
water and electricity supply, telecommunication, airports, harbours, etc. In 
addition to this, the infrastructure services in general are not strong enough, nor 
are they able to fulfill the necessary requirements of tourism demands either in 
the present or in the future. Some of these obstacles are listed below: 
a) Lack of a developed international airport that can receive a large number of 
tourists with a high quality facilities and services, 
b) Harbours and sea transportation: The main Yemeni harbours are Hodeidah, 
Aden, Mukala. But even these harbours lack the necessary internal facilities. 
More importantly, however, these harbours do not have a direct connection 
with the tourist generating countries due to the non-availability of specialized 
sea transportation companies. 
N 
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c) Roads: The paved roads are too far from tourist attraction areas and these 
roads are not in a good condition for traveling, 
d) Lack of pure and drinkable water in most of the tourist spots, 
e) Poor electricity supply in most of the tourist spots, 
f) Telecommunication services are too limited in tourist areas, 
g) Lack and most often non-availability of health services in many tourist 
areas, 
h) Sewerage services are too poor and sometimes these are not found at all in 
these areas, 
i) In most of these areas, there are not good ranked hotels, such as three-star 
hotels and above, which are usually preferred by foreign tourists, 
j) Poor tourism and hotels services in general. 
• Security factors: 
(Salah, Y. 2000) points out that the security factor is considered a 
serious challenge facing tourism sector and its investment in Yemen. Frequent 
incidents of kidnapping of foreigner tourists have their negative impact on the 
reputation of Yemen as a tourist destination. As a result, many countries 
consider Yemen a dangerous place to visit. 
On the other hand, the terrorism incidents have become more serious. 
For example, the March 2007 bombing has negatively affected the tourism 
industry in Yemen in the tourism season. In addition, weapons bearing 
phenomenon in the country makes the tourists feel unsafe and worried. 
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• Tourism marketing and promotion obstacles : 
The marketing and promotion process of tourist product is one of the 
most important and basic elements in tourism industry. It requires readiness 
and preparation of the tourism supply components that fulfill the actual and 
potential tourism demand. It also requires better security circumstances and 
atmosphere and good tourist facilities. Looking at the current tourist situation 
along with the above- mentioned factors, it can be argued that these factors are 
considered the main obstacles that prevent any attempt for carrying out 
marketing and promotion campaigns. (Abu Taleb, M. 2000) remarks, "Any 
promotion campaign is useless in the absence of the above-mentioned factors". 
Additionally, he opines that the tourism marketing and promotion programmes 
in Yemen suffer from: 
a) The non-existence of an affective plan for tourism marketing and promotion, 
b) The ineffective role of the Tourism Promotion Board, which is responsible 
for tourism marketing and promotion both at the national and international 
levels, 
c) The absence of specialized expertise in the field of marketing and 
promotion of traditional industries and handicrafts, 
d) The ineffective co-ordination and co-operation between the government and 
private sectors in the marketing programmes, 
e) The non-existence of specialized marketing programmes, 
f) The ineffective role of embassies and cultural attaches in the process of 
tourism promotion, 
g) Poor tourism awareness among citizens and students, and the ineffective 
role of official media. 
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• Field of tourism training and qualification: 
a) Weakness of the tourism administrative qualification and expertise in the 
Governmental sector, 
b) The limited existence of tourism training and qualifying institutions as there 
are only two institutions, one in Aden and the other in Sana'a, 
c) Poor qualification of tourist guides, 
d) Poor standard of tourism studies and research in the Yemeni universities 
and institutions. 
• Others obstacles: 
a) Governmental routine and financial and administrative corruption, 
b) Lack of supporting aids for tourism infrastructures, 
c) Non-existence of long-term strategy and non-clarity of goals, 
d) Non-existence of stability in tourism administration, 
e) Spread of the beggary phenomenon especially at airport entries and tourist 
sites, 
f) Unavailability of information offices and tourist guides at airports, ports 
and tourist spots, 
g) Delay in visa issue in Yemeni embassies, 
h) Spread of check-out points at the entries of most of towns and cities, which 
are sometimes unnecessary. 
2.2.2 Scale of International Tourism in Yemen during the period 2002-2007 
Tourism is Yemen's newest industry which has expanded rapidly during 
the recent years. In the last five years, Yemen achieved a significant growth in 
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terms of foreign tourist arrivals. As stated earlier, the post-September 11 , 
2001 attacks on the world Trade Centre have had their impact on the tourism 
industry over the world. Yemen did not get exempted from this impact. 
However, in 2002, the tourism in Yemen refreshed and the international 
tourism traffic in Yemen recorded phenomenal growth. The number of 
international tourist arrivals to Yemen reached around 98 thousand in this year 
(i.e.2002). The increasing number from the previous year was 23 thousand with 
a growth of 30.7%. The reason is that the incidents of ll"" September 2001 
were followed by strict rules at the western international airports against 
Muslim and Arab nationalities. This confined the traveling of Arabs to those 
countries and led them to change their tourism destinations. Yemen had a 
major party of it. In 2003 we also find that the tourist arrivals to Yemen 
recorded a sfrong growth which was 155 thousand with an annual growth of 
58%. The year 2004 was an exceptional year because of a huge increase in the 
international tourist arrivals to Yemen. The number of international tourist 
arrivals reached 274 thousand and the annual growth rate reached 76.9%. In the 
last two years (i.e. 2005 and 2006), the foreign tourist arrivals to Yemen 
increased significantly. In 2005, the foreign tourist arrivals to Yemen recorded 
336 thousand tourists, with an annual growth of 22.6%. The year 2006, took 
Yemen's tourist arrivals from 336 thousand in 2005 to 382 thousand. (13.7% 
between 2005-2006). On the other hand, foreign exchange earnings from 
tourism have also shown a phenomenal growth, achieving an increase of 22.4% 
in 2005 and 17.9% in 2006 over the previous years, (in US$), taking Yemen's 
foreign exchange earnings from US$ 106 million in 2002 to US$ 309 million in 
2006. In 2007, the number of international tourist arrivals to Yemen registered 
a decline from 382 thousand tourists in 2006 to 379 thousand tourist in 2007. 
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This is due to the terrorism attack against Spanish tourist in Marib Govemorate 
in July, 2007. Table 2.8 shows the breakdown of the foreign tourist arrivals to 
Yemen and the foreign exchange earnings during the period 2002-2007. 
Table 2.8 
Foreign Tourist Arrivals to Yemen and the foreign exchange earnings during the period 
2002-2007 
\^ Item 
Year \ 
2002 
2003 
2004 
2005 
2006 
2007 
Total 
Tourist 
Arrivals 
(Thousand) 
98 
155 
274 
336 
382 
379 
1624 
Change over 
previous year % 
— 
57.7 
76.9 
22.6 
13.7 
-78 
Annual growth 
rate (18.6%) 
Foreign 
exchange earning 
(million US$) 
106 
139 
212 
262 
309 
425 
1453 
Change over 
previous 
year % 
— 
31.1 
53.9 
22.4 
17.9 
38 
Annual 
growth rate 
(32.7%) 
Source: Ministry of Tourism, Government of Yemen, (compiled). 
• Touist AmvBls 
(Ihousand) 
• Foniiri exchange 
eamng (milbon US$) 
2002 2003 2004 2005 2006 2007 
450 ~ 
400 
350 
300 
250 
200 
150 
1W 
50 
. 
/ • • 
/ • 
f M 
/ m 
/ 
20Q2 a0O3 20O4 20O5 2006 2007 
- *_TounstAnnBls 
(TTwusand) 
-m- Fon»gi echange 
earning (mdNon US$) 
83 
CHAPTER TWO: PRESENT SCENARIO OF TOURISM IN INDIA AND YEMEN 
In view of Yemen's share in the world tourism, (Table 2.9) it can be 
observed that in spite of an increasing trend in the arrivals of tourists to Yemen, 
its share in the best conditions is just 0.05% in 2006, which is negligible 
looking at the tourism wealth that Yemen has to offer to the tourists. This is 
shown in the following table. 
Table 2.9 
International Tourist Arrivals and share of Yemen in World Tourism 
\ Item 
Y e a r \ 
2002 
2003 
2004 
2005 
2006 
2007 
World Tourist 
Arrivals (million) 
700 
690 
763 
802 
846 
903 
Tourist Arrivals to 
Yemen (thousand) 
98 
155 
274 
336 
382 
379 
Share of Yemen in 
World Tourism % 
0.01 
0.02 
0.03 
0.04 
0.05 
0.04 
Source: World Tourism Organization «& Ministry of Tourism, Govemment of Yemen, 
(compiled). 
Regarding the tourist markets, the following table shows that Yemen 
received 379390 tourists during 2007 from six regions. The Middle East has 
occupied the first rank with 74% of the total tourist Arrivals to Yemen in 2007, 
followed by Asia (10%), Europe (9%), the Americas (5%) and Africa (2%). 
The Middle East achieved a significant growth (in terms of foreign tourist 
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arrivals to Yemen) between 2006-07, as well as Europe, while Africa has 
relatively declined. The Americas have almost remained the same and 
Australia continues still as a marginal market for Yemen. (Table 2.10). 
Table 2.10 
Tourist Arrivals to Yemen by Regions 
Region 
Europe 
Asia 
Americas 
Africa 
Australia 
Middle East 
Total 
2006 
32788 
38367 
18771 
10204 
996 
281206 
382332 
2007 
33079 
38949 
17613 
8034 
1029 
280689 
379390 
Source: Ministry of Tourism, Government of Yemen, (compiled). 
Tourist Arrivals to Yemen by Regions 2006 
^ _ 10% 
g;-n_Hfe% 
i ^ — : : : : ^ ° * 
^ — - ^ - ^ 
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9% 
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2.2.3 Contribution of Travel and Tourism to Yemeni Economy 
As stated earlier in this chapter tourism is playing a leading role in 
economic growth especially in the developing countries. In Yemen, the 
importance of Tourism as a source of foreign exchange for Yemen can not be 
ignored. It is the most convenient way for foreign exchange earnings when it is 
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compared to the goods export. The tourism sector in Yemen has a number of 
characteristics which indicate that it can make a significant contribution to the 
Yemeni national income (as measured by tourism, the GDP and employment. 
Today, tourism plays an important role in the economy of Yemen. 
According to (WTTC, Report for Yemen 2007: 22), the total foreign exchange 
earnings from tourism increased from about US$ (106) million in 2002 to about 
US$ (425) million in 2007. (Table 2.11). Thus, tourism receipts recorded an 
average annual growth rate of about 32.5% between 2002 and 2007. 
Table 2.11 
Tourism Receipts in Yemen during 2002-2007 
Year 
2002 
2003 
2004 
2005 
2006 
2007 
Total 
Tourism Receipts 
(million US$) 
106 
139 
212 
262 
309 
425 
1453 
% change 
~ 
31.1 
53.9 
22.4 
17.9 
37.5 
Annual growth rate (32.5%) 
Source: Prepared by the researcher based on the Tourism Annual Report (2002-2006), 
Ministry of Culture and Tourism, and Ministry of Tourism 2006-07. 
Through the above Table, it can be observed that the foreign exchange 
earnings from tourism in Yemen achieved a significant growth; they have 
increased steadily since 2002 and tripled by 2007. Recording an average armual 
growth of about 32.5% during the period 2002-2007. 
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2.2.3.1 Contribution of Tourism to Yemeni Gross Domestic Product 
The most comprehensive estimate of Yemen's Travel and Tourism on 
Gross Domestic Product (GDP) is provided by the World Travel and Tourism 
Council (WTTC), which indicates that Yemen's Travel and Tourism Industry's 
(direct impact) contribution to Gross Domestic Product (GDP), is generally 
increasing. Likewise, Travel and Tourism Economy's (direct and indirect 
impacts) contribution to (GDP) is also generally increasing. According to 
(WTTC, Report for Yemen 2007: 22), the contribution of Travel and Tourism 
industry to the GDP of the country was 1.9 % and of Travel and Tourism 
Economy was 9.17 % of total GDP in 2007. Table 2.12 presents the 
contribution of Tourism to the GDP between 2002-2007. 
Table 2.12 
Yemen Travel and Tourism GDP (% of Total GDP) 
Item 
Travel & Tourism direct 
impact only 
Travel & Tourism direct 
and indirect impacts 
Year 
2002 
1.42 
8.69 
2003 
1.73 
8.70 
2004 
1.56 
7.92 
2005 
1.70 
8.67 
2006 
1.78 
9.14 
2007 
1.87 
9.17 
Source: Prepared by researcher based on: World Travel & Tourism Council, Report 
2007 for Yemen. 
I Travel & Tounsm direct 
impact only 
I Travel & Toimsm direct 
and indirect impacts 
2002 2003 2004 2005 2006 2007 
Yen 
- Travel & Tounsmj 
direct impact only 
Travel & Tounsm 
direct and mdirecli 
impacts 
2002 2003 2004 2005 2006 2007 
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As the above table shows, there was an increasing trend from 2002, 
except in 2004; the contribution of this sector to GDP returned approximately 
to its 2002 level in 2004. In fact, the contribution of tourism to the GDP is 
relatively low and hovering between 1.42% to 1.78% (direct impact) for the 
number of years. The low share of Tourism in Yemen to Yemen's GDP may be 
attributed to the problems and obstacles mentioned in this chapter. 
2.2.3.2 Contribution of Travel and Tourism to Employment in Yemen 
With a view to tourism employment in Yemen, Table 2.13 gives the 
estimate of direct and indirect employment of tourism sector in Yemen. 
Table 2.13 
Yemen travel and tourism employment [direct and indirect], (000 of jobs) during 
2002-2007. 
Item 
No. of direct 
employments created 
by Travel and Tourism 
(000 of jobs) 
% change over previous 
year 
No. of indirect 
employments created 
by travel & tourism 
(000 of jobs) 
% change over previous 
year 
Year 
2002 
56.86 
281.32 
2003 
72.24 
27.05 
281.69 
0.13 
2004 
67.92 
-5.98 
267.61 
-5 
2005 
77.10 
13.52 
306.06 
14.37 
2006 
82.39 
6.86 
330.7 
7.84 
2007 
89.59 
8.74 
338.48 
2.75 
Source: Prepared by the researcher based on: 
(WTTC), Report 2007 for Yemen. 
World Travel and Tourism Council 
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I No of direct 
Employments created by 
Travel and Tourism (000 
of jobs) 
I No of indirect 
Employments created by 
Travel & Tourism (000 of 
Jobs) 
2002 2003 2004 2005 2006 2007 
Year 
1 1 1 
2002 2003 2004 2005 2006 2007 
Year 
No of direct 
Employments created 
by Travel and 
Tourism (000 of jobs ) 
No of indirect 
Employments created 
by travel & tourism 
(000 of jobs) 
^ The above table shows that tourism employment (direct impact only) 
reached annual average growth of 0.04% between 2002-2007. 
In the case of indirect impact the employment declined in 2004 by about 
-5%. During the period 2002-2007, the annual average growth in employment 
reached about 4.02%. 
On the other hand, as mentioned by (WTTC, Report for Yemen 
2007:12), in 2007, Yemeni travel and tourism economy (direct and indirect 
impacts) employment is estimated to be 7.7% of the total employment (i.e., 1 in 
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every 13.0 jobs). Table 2.14 shows the scale of Travel and Tourism 
employment out of total employment. 
Table 2.14 
Yemen Travel and Tourism employment (% of total employment) during the 
period 2002-2007. 
Item 
No. of travel & tourism 
employment (direct and indirect 
impacts) of total employment 
Year 
2002 
7.29 
2003 
7.31 
2004 
6.65 
2005 
7.29 
2006 
7.68 
2007 
7.71 
Source: Prepared by the researcher based on: World Travel and Tourism Council 
(WTTC), Report 2007 for Yemen. 
7.8 
7.6 
7.4 
7.2 
7 
6.8 
6.6 
6.4 
6.2 
No. of Travel & Tourism employment (direct and indirect impacts) 
of total employment 
2002 2003 2004 2005 2006 2007 
Year 
In short, it can be said that the tourism sector in both countries faces 
many problems and obstacles which directly and indirectly affect the volume of 
tourism demand. Taking into account all these obstacles, we find that the 
security factor is the most effective indicator of tourism activities. The existing 
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tourism demand in both countries is low, compared with the wide and various 
tourism potentialities existing in the two counties. Therefore, one has to look 
for short-term solutions to face and challenge such problems and make 
intensive promotion campaigns that can improve the images of the two 
countries and reinforce their positions in the international tourism market 
especially in those generating tourists. 
On the other hand, the positive and effective contribution of tourism on 
the socio-economic side of both countries - India and Yemen - needs more 
attention in this vital and important factor in order to play a more important 
role economically and socially. Due to the fact that tourism marketing and 
promotion is one of the most significant factors that increases the volume of 
tourism demand, it will be discussed in detail in the next chapter, focusing 
mainly on the role of promotion and its importance in the tourism sector. 
Besides, the researcher will give a clear-cut idea of the tourism promotional 
efforts made by the two countries under the study. 
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TOURISM PROMOTIONAL STRATEGIES- AN 
OVERVIEW 
3.0 Introduction 
In the first chapter, we have already identified the fact that tourism is a 
service not different from any other services. Thus, marketing in tourism would 
follow the same components of services marketing, such as customer 
orientation, satisfaction, profit generation and business expansion with perhaps 
some recognition that is peculiar to tourism. 
(Krippendorf, 1987 in S. Gupta 2001: 66) defines tourism marketing as 
"The systematic and coordinated adoption of the policy of tourism enterprise as 
well as the tourist policy of states, regional, national and international level to 
achieve an optimum satisfaction of the needs of certain determined groups of 
consumers along with reachuig appropriate profit". Marketing by definition is 
the development of a product to meet the needs of the consumer and to achieve 
appropriate profitability. 
As a matter of fact, a close knitting of all marketing activities enables 
marketers in showing the maximum possible impact of marketing efforts. In 
this sense, we find that the most effective tool in tourism marketing is 
promotion. It plays a significant role in allowing the large number of providers 
to raise awareness amongst potential customers about their products and 
services as well as creating a distinctive place in the mind of the potential 
customer. Nowadays, as a resuh of strong competition, the promotional 
strategies are found significant in every context, as they simplify the task of 
informing, persuading, motivating and influencing the decisions of potential 
customers. Against this background it is essential that due weight is given to 
the promotion. 
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3.1 Promotion - Concept and Definition 
Promotion, an important marketing mix tool, stands for the various 
activities the company undertakes to communicate and promote its products to 
the target segment of its market. As mentioned in (http.V/www.iib.f org.in/ 
portal/documents), promotion is a generic term used for the firm's 
communication efforts that are directed towards minor techniques of 
promotions which can give the strategic advantage to increase the operation of 
an organization. (Jha, S. 1994: 203) points out that "The prime purpose of 
promotion is to make available the market information." 
Here we should define two terms: "promotion" and "promotional mix". 
(Michael, L. 1982, in G. Belch, & M. Belch 2003:16) mentions that Promotion 
is coordination of all seller-initiated efforts to set up a channel of information 
and persuasion to sell goods and services or to promote an idea. While 
promotion mix refers to the tools used to accomplish an organization's 
commimications objective. 
To put it another way, promotion is one of the four key tools of an 
organization's marketing mix, along with place, price and product; it is used: 
> to make the product's benefits widely known; 
> to stimulate demand; 
> to remind customers of the existence of a product or service. 
The blend of promotional elements serves as the link between the 
organization and its target market (customers). 
Any organization is likely to use a range of promotional tools in its 
marketing activities. As cited by (Morgan, N., & A. Prichard 2001: 9) 
"Promotion can be a short-term activity (such as a sales offer), but also when 
seen at a strategic level, it is a mid- and long-term investment aimed at building 
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up a consistent and credible corporate or destination identity. Promotion, when 
used effectively, builds and creates an identity for the product or organization." 
Therefore, a modem organization uses different promotional mix to 
raise awareness of its products and services, thereby stimulating sales. (Kotler, 
P. 1994: 596) assesses that "The marketing communication mix - also called 
the promotional mix - consists of five major tools": 
• Advertising: any paid form of non-personal presentation and promotion of 
ideas, goods, or services by an identified sponsor. 
• Direct Marketing: use of mail, telephone, and other non-personal contact 
tools to communicate with or solicit a response from specific customers and 
prospects. 
• Sales Promotion: short-term incentives to encourage trial or purchase of 
product or service. 
• Public Relations and Publicity: A variety of programmes designed to 
promote and/or protect a company's image or its individual products. 
• Personal Selling: Face-to-face interaction with one or more prospective 
purchasers for the purpose of marketing sales. 
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Figure 3.1 
The marketing mix and promotion mix 
^ 
Receivers 4 
Marketing mix 
Product 
(goods/service) 
Price 
Distribution 
Promotion mix 
Advertising 
Personal selling 
Sales promotion 
publicity 
Public Relations 
• ^ 
Objectives and 
resources 
" 
Marketing 
strateev 
4 
1 ' 
Promotion 
strateev 
Source: Modified from: Al-Tai, H., & B. Al-Allaq (1999): Service Marketing, T' ed., 
p.330. 
The figure 3.1 shows that the promotion mix is focal and plays a 
substantive role in better enhancing awareness amongst target markets. The 
specific tools of promotion-mix that fall within these categories are formed as a 
part of communication since the communication goes beyond these specific 
communication/promotion tools. The product's styling, its price, the place of 
business, etc. all communicate something to customers; thus, the promotional 
mix along with the whole marketing mix must be used for maximum 
communication impact. 
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Fundamentally, the 4Ps, i.e. product, price, place and promotion 
represent the sellers' view of the marketing tools available for influencing 
buyers. But, from a buyer's point of view, each marketing tool is designed to 
deliver a customer benefit. (Bom, R. 1990: 26) suggests that the 4Ps 
correspond to the customer's 4Cs. 
4Ps 4Cs 
Product Customer needs and want. 
Price Cost to the customer 
Place Convenience 
Promotion Communication 
Thus, the winning companies will be the ones that can meet customer 
needs economically and conveniently and with effective communication. 
Developing an effective communication, as (Kotler, P. 2005: 558) puts 
it, depends on six steps. These are as follows: 
1. Identifying the target audience: A marketing communication must start with 
a clear target audience in mind. It should include potential buyers, current 
users, and possibly others who influence the buying decision. 
2, Determining the communication objectives: Once the target market and its 
characteristics have been defined, the marketing communicator must see that 
response is sought. The goals such as awareness, knowledge, linking, 
preference, conviction and purchase (may also be called buyer readiness states) 
are typically involved and the target audience may be in any of six buyer 
readiness states. 
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Awareness 
Figure 3.2 
Buyer readiness states 
Knowledge Linking 
Preference Conviction Purchase 
Source: Kotler (2005) Marketing for Hospitality and Tourism, "i^^ ed. p. 
3. Designing the message: It means capturing what to say, how to say it, and 
who will deliver the message. Ideally, the message should gain attention, hold 
interest, arouse desire, and obtain action (ADDA model). 
Figure 3 J 
AIDA model 
Stages 
Cognitive 
(Thought) 
Affective 
(Feelings) 
Behaviour 
AIDA model 
Atte ition 
Interest 
1 
Desire 
1 
Action 
Description 
In this model we find attention at 
cognitive stage and interest and 
desire at affective stage and 
finally we find action. 
Source: Jha, S. M. (1995) Tourism Marketing, p. 252 
The AIDA Principle: 
(Raw, A., et al. 2002:123) mention that "The AIDA Principle is a way of 
analyzing a piece of promotional material to assess how effective it is in 
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achieving its general aim of raising awareness. It is an acronym taken from the 
following four words": 
Attention bringing the product to the attention of the customer 
Interest stimulating the interest of the target market by showing 
positive brand image 
Desire providing desire within the customer for the product 
Action whetting the customer's appetite sufficiently to motivate 
them to make action in acquiring the product. 
4. Selecting the communication channel: This aspect is found significant even 
in communicating the message. Selecting the right media for a target market is 
important, if the commimication programme is to be successful. 
Basically, there are two communication chaimels, i.e., personal and non-
personal. In personal communication channels there are at least two or more 
people who communicate directly with reach other, either face to face, over 
telephone, or through e-mail. Such communication allows for personal 
addressing and feedback. Thus, it is highly effective. Here we should also 
distinguish between two personal communication channels, i.e. that can be 
controlled directly by communicator (such as company sales people contact 
buyer in the target market) and others that cannot be controlled by company 
(such as social channels) talking to target buyers. In a study conducted by (Los 
Angeles Times 1997 P (B) 20), out of 7,000 consumers in seven European 
countries, 60 percent said they were influenced to use a new brand by family 
and friends (social communication channels). 
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On the other hand, in non-personal communication channels, the 
carrying of message is done without any personal contact and no feedback 
comes out. They include media, atmospheres, and events. Media consists of: 
a) Print media (newspapers, magazines, direct mail, etc.) 
b) Electronic media (Videotape, Video disk, CD-ROM, Web Page, etc.) 
c) Display media (billboards, signs, posters etc.). 
• Atmospheres as (Kotler, P. 1973-1974: 48-64) points out that ("are 
packaged environments" that create or reinforce the buyer's learning toward 
product purchase. Thus, Law offices are decorated with oriental rugs and oak 
fiimiture to communicate "stability" and "experience"). 
• As cited by (Negi, J. 2002: 283) Events "are occurrences designed to 
communicate a particular message to target audiences". 
Typically, an event would include the fact that it is a "one off', or at least 
occurs infrequently and that it is an opportunity for the public to enjoy, to meet 
each other while at the same time allowing the organizers to achieve their 
objectives, i.e. specific communication effect on audience. 
5. Selecting the message source: A message delivered to the audience by several 
sources which should be more credible and effective. But what factors make a 
source credible? The three factors, Katter says, most often found are expertise, 
trustworthiness and likeability. Expertise is the degree to which the 
communicator appears to have the authority needed to back the claim. Doctors, 
Scientists and Professors rank high on expertise in their field. 
Trustworthiness is related to how objective and honest the source 
appears to be. Friends, for example, are trusted more than sales people. 
Likeability is how attractive the source is to the audiences. People like sources 
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that are open, humorous and natural. A person who captures the majority of 
these three factors is the most highly credible. 
6. Measuring the communications' results: After the message has reached a 
target audience, the communicator must check its effect on the target audience 
and how effective the communication was in meeting the objectives. The 
aforesaid statements make it clear that promotion is one of the elements of the 
marketing mix. It is an effort to inform, to persuade, to encourage and, more 
specifically, to influence the potential buyers, through communication tools 
which are called communication mix or promotion mix. 
3.2 Strategy - Concept and Definition: 
The word 'strategy' is associated with a plan, a decision or action for 
implementation. 
(Wahab, S., et al. 1976:152) state that the term "strategy" was derived 
from the Greek word strategos which means "generalship". The term strategy 
is popularly used in a military sense. In this sense, it is useful to distinguish 
between the two terms "strategy" and "tactics". "Strategy" is the operational 
method to achieve overall war aims or objectives over a broad front or a long 
time span. 
"Tactics" is the method of attack used in the field, in a narrow firont or 
within a short time-span. In other words, "tactics" is an action plan through 
which strategies are implemented. 
Let us consider strategy as a war, tactics can be considered as a battle in 
a war. A large number of tactics should be involved in a strategy if the strategy 
is to be successful. Historically, we find that strategies followed by great 
armies were behind the conquests in great wars rather than numerical 
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superiority. In the military sense, strategy fiindamentally aims at defeating the 
enemy. 
On the other hand, we should also distinguish between strategy and 
policy. Policy is a general guideline to action. Strategies necessarily lead to 
action; strategy concerns the direction in which human and material resources 
will be applied in order to increase the chances of achieving pre-determined 
objectives. Policies are contingent decisions. (Kazami, A. 1995:23) comments 
that sometimes it is difficult to separate the two terms, so some authors tend to 
use both terms synonymously as well as jointly. 
However, As (Ashraf, S. 2003: 28-29) puts it, there are differences 
between strategy and policy on the following points: 
a) Policies are general guidelines whereas strategies are specific directions; 
b) Policies are more thought-oriented whereas strategies are action oriented; 
c) Policies channelize the thinking process with discretion of the 
management. A Strategy has lesser discretion and more commitment of 
resources in the chosen direction. 
Similarly, in business affairs the magnitude of competition is found 
aggravating. Thus, we find business enterprise attempts to outperform and 
outpass its competitors. 
Therefore, business enterprises employ effective strategies. Such 
strategies are carried out by utilizing effectively the (6Ms) of the enterprise; 
i.e.. Men, Materials, Money, Machine, Market, and Managerial Power. The 
right selection of the six "Ms" and the right way of their implementation 
ensures success of a business enterprise. From the above, it can be seen that a 
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Strategy is an integrated and unified plan designed to ensure that the pre-
determined objectives of the enterprise are achieved. 
Defining strategy 
The following examples illustrate a range of definitions of strategy by 
key writers in the area. (Chandler, A. 1962:13) defines strategy as "The 
determination of the basic long-term goals and objectives of an enterprise and 
the adoption of courses of action and the allocation of resources necessary for 
carrying out these goals". 
(Andrews, K. 1973:28) defines strategy as "The pattern of objectives, 
purposes, goals and the major policies and plans for achieving these goals 
stated in such a way so as to define what business the company is in or is to be 
and the kind of company it is or it is to be". (Glueck, 1972 in A. Kazmi 1995: 
25) defines strategy as "A unified, comprehensive and integrated plan designed 
to assure that the basic objectives of the enterprise are achieved". (Sharplin, A. 
1985: 5) defines strategy as "A plan or course of action which is of vital, 
pervasive, or continuing importance to the organization as a whole". (Youell, 
R. 2003: 222) defines strategy as "The techniques, practices and methods that 
an organization uses to help achieve its aims and objectives". 
Definitions analysis 
Now we should look at the different views of experts that are assigned 
above to strategy. In the view of Chandler, strategy involves three aspects. The 
first is determination of basic Long-term goals and objectives. The second is 
adoption of course of action to achieve these objectives, and the third is 
allocation of resources necessary for adopting the course of action. 
Andrews has two views of the strategy of a company, the current and the 
desired future position of the establishment. The company must be mobilized 
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with all available objectives, purposes, major policies, and plans to achieve 
such goals, and move to where it wants to be. Such definition of strategy 
basically refers to the "business definition". 
In Glueck's view of strategy, it is useful to clarify the three adjectives 
"unified, comprehensive, and integrated" as applied to a plan. A unified plan 
can be seen when the plan joins all the parts of enterprise together. Its 
comprehensiveness can also be seen if the plan covers all aspects of the 
enterprise; and an integrated plan means that there is no conflict between the 
parts of the plan; each one is just compatible with the other. 
Sharpen opines that strategy is a plan or course of action. Either a plan 
or course of action, he considers the vital, pervasive, or continuing importance 
directed towards the organization as a whole. In this regard, it is important to 
ensure that strategy is fiilfilling the organization's purpose. 
Youell, R. simply puts strategy in three aspects: techniques, practices, 
and methods that an organization uses to achieve its goals. In his view he has 
gone beyond a stereotypical definition; i.e., plan or course of action. He refers 
to its connection with techniques, practices, and methods through which an 
organization can achieve its aims and objectives. 
In particular, a strategy is the way in which a specific thing is achieved. 
It is a plan for acting in which a firm behaves accordingly. Most often it 
consists of: 
• Formulating specific objectives; 
• Putting-up an executive plan for their achievement; and 
• Competitors' forces and their impact on the firm's activities. We can also 
say that strategy is the total of managerial decision and behaviour that guides a 
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firm's performance for a Long-term. In summary, strategy needs to address the 
following questions: 
> Where are we? 
> Where are we trying to go? 
> How can we get there? 
> How do we know if we have got there? 
Basically, our study needs to combine the two terms "promotion" and 
"strategy" so as to clarify the term "promotion strategy" and to gain advantage 
of using it in marketing tourism. As discussed earlier in this chapter in respect 
to the concept of promotion and strategy, promotion strategy can be understood 
as planning, implementing and controlling for communicating 
functions/activities that are made by an organization with its consumer and 
audience. Since the promotion is a part of marketing-mix, its prime functions to 
achieve the sum of communicative goals, with audiences for the organization. 
Promotion strategy plays a vital and important role in the success of marketing 
strategy, as product, price and place (distribution) strategy can not be effective 
to achieve its objectives without supporting and integrating with promotion 
strategy. 
Furthermore, successful promotion affects in achievement of the 
objectives of marketing strategy. Basically, there are two types of promotion 
strategies. These are: 
1. Push versus pull strategy, 
2. Hard sell versus soft sell strategy. 
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Push versus pull strategy: 
a) Push strategy: the company directs its marketing activities at channel 
members to induce them to order, carry, and promote the product. 
b) Pull strategy: a company directs its marketing activities toward the final 
consumer to induce them to buy the product. 
Figure: 3.4 
Push versus pull promotion strategy 
Push strategy 
Producer 
Producer marketing 
activities 
(Personal selling, 
trade promotion, 
other) Retailers and 
wholesalers 
Reseller marketing 
activities 
(Personal selling 
advertising, sales 
promotion, others Consumers 
Pull strategy 
Producer 
Demand Retailers and 
wholesalers 
Demand 
Consumers 
I i 
Source: Kotler (2005): Marketing for Hospitality and Tourism, 3"* ed., p. 577. 
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Or it may be seen as follows: 
g2 
V 
s 
0. 
Producer 
Wholesalers 
Retailers 
Consumers 
Source: Prepared by the researcher based on: Al-Allaq, B., et al (1999), Marketing 
Strategies, Amman: Dar-Zahran, pp. 291- 292. 
Hard sell versus soft sell strategy 
a) Hard sell strategy: It depends on the strong method in persuading 
individuals with the product by using different media spread over places to 
confine them. It uses hard language, for example: 
• Don't lose time — purchase now! 
• Pay a little now, instead of much tomorrow! 
b) Soft sell strategy: it depends on the simple method supported by facts. It has 
the nature of Long-conversation language in persuading individuals with 
products. 
From any point of view, particularly from that of tourism, the promotional 
strategies simplify the task of informing, persuading, motivating and 
influencing the decisions of potential tourists. Therefore, creative plans and 
innovative promotional strategies have to be adopted particularly in the tourism 
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industry as the tourist products have salient features. As discussed in chapter 
one, it is a service industry with a highly complex nature of services. In this 
context, we find that promotion techniques (also called promotion mix) are of 
the greatest significance. These techniques are personal selling, advertising, 
publicity, public relations, sales promotion and word of mouth. Now, here we 
should look upon the role of promotion mix in tourism industry. Initially, one 
of the most important roles that promotional mix plays in tourism is bridging 
the gap between the producer on the one hand and the consumer on the other. 
(Sharma, S. 2004:206) opines that the promotional mix in tourism context 
falls into three main categories: 
1. to inform, 
2. to remind, and 
3. to persuade. 
In the majority of cases, we fmd many of the tourism organizations 
employ more than one promotional technique to achieve their pre-determined 
goals. To be more specific in tourism, the role of each promotional mix would 
be addressed as each of them has its own role to play in promoting tourism. 
Furthermore, we find that each of the elements of promotion-mix has its 
distinct strategy which is, of course, part of the total promotion-mix strategy; 
e.g., advertising, personal selling, and sales promotion, etc. Such strategy 
perhaps would provide the path to reach target audiences in the market. Figure 
3.5 gives an idea of promotional mix strategy. 
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Figure: 3.5 
Promotional Mix Strategy 
Target markets 
Communication goals 
Promotion budget 
Promotion mix elements strategies 
Source: Modified from: (Al-AIaq, B. et al. 1999: 288). Marketing Strategies, 
Aman: Dar-Zahran. 
Through the Figure (3.4) we find that the target market is a basic and 
local point through which all other aspects are considered. In order to assure 
access of any marketing activity, the target market must be clearly identified. 
Relying on them, the goals, budget, strategies and other issues are determined, 
as those just mentioned in the above figure. 
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3.3 Role of promotional mix in tourism 
3.3.1 Advertising 
In present days, advertising is not only being used by business 
organizations but also by a wide range of non-profit oriented organizations. It 
has been a major communication tool. Advertising reaches the people through a 
channel of communications, called media. In addition to the traditional mass 
media (such as television, radio, etc.), advertising also uses targeted media 
(such as specialized magazines and direct mail, etc. Nowadays, we also find 
heavy use of advertising through the Internet. The popularity of online 
advertising is gaining ground and is increasing day by day. In Travel & 
Tourism, advertising alone accounts typically for a quarter to a half of National 
Tourism Organization (NTO) promotional budget. 
(Ashraf, S. 2003: 132) mentions that in 1988, paid advertising for all 
travel categories among private travel business totaled more than $1 billion. 
The following are some definitions of advertising: 
(Krishna, G. 2006:20) mentions that according to American Marketing 
Association (AMA), advertising is defined as "the placement of 
armouncements and persuasive messages in time or space purchased in any of 
the mass media by business firms, non-profit organizations, government 
agencies and individuals who seek to inform and/or persuade members of a 
particular target market or audience about their products, services, organization 
or ideas". ( Kotler, P. 2005: 579) defines advertising as "any paid form of non-
personal presentation and promotion of ideas, goods, or services by an 
identified sponsor". 
According to (AMA 1960: 193), advertising is a non-persona! 
stimulation of demand for a product, service or a business unit. Advertising as 
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(Alexander, R. 1965: 9) opines is any paid form of non-personal 
communication about an organization, product, service, or idea by an identified 
sponsor. (Hanson, J. 1974: 7) points out that advertising is a selling cost 
particularly associated with imperfect competition, since under perfect 
competition there would be no advertising of a competitive kind. We can 
define it as all paid and non-personal efforts done to promote a peculiar 
product, service, idea or an organization by using different advertising media 
so as to gain a positive reaction among target market. In tourism parlance, as 
(Seth, P. N. 1995: 230) comments tourist advertising can be defined as paid 
public message designed to describe or praise an area. 
Advertising, here, may be seen as a paid form of non-personal activities 
for presenting a tourist product or services at a particular tourist area by an 
identified sponsor. In general, advertising aims at the following: 
• To identify products and differentiate them from others. 
• To communicate information about the product, its special feature, the 
benefits expected to occur fi-om its possession or use, and its location of sale. 
• To increase product use 
• To build value, brand, preference, and loyalty; and 
• To off-set the loss of the customers who may be attracted to other suppliers, 
as it affects and regains them by many ways. 
In tourism, advertising emerges as a key marketing tool where potential 
consumers have nothing to make buying decisions except for just mental 
images of product offerings. (Morgan, N. & A. Pritchard 2008: 11) assess that 
advertising role reflects that of promotion in general, which is aimed at 
influencing the attitudes and behaviour of audience in three main ways: to 
confirm and reinforce; to create new patterns of behaviour and attitudes; or to 
change attitudes and behaviour. The prime purpose of advertising in tourism is 
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to create awareness among the public about the travel offers available to 
influence their buying decisions. The following figure shows that idea: 
Figure: 3.6 
Advertising purposes in Tourism 
Announcing: 
Location of Travel Agent 
New Product / services 
Modification 
Price changes 
Assisting the sales force 
Attracting: 
Enquiries 
New Business 
Challenging: 
Competition 
Educating: 
Customer 
Expanding: 
Markets to new buyers 
Travel agents Network 
Making: 
Special offers 
Maintaining: 
Sales 
Test market 
A medium 
Support and encourage selling 
Announcing new brands, 
insurance, holidays, package 
tours, etc. 
Product / service to revive sales 
keeping customers fully informed 
Not to miss any opportunity 
Expanding markets and 
increasing profits. 
Holding market share to reduce 
the impact of new substitute 
products 
Explaining 
Ensuring fiill exploitation of all 
opportunities 
Finding new travel agent to 
improve market coverage 
To counter competition, off-peak 
demand to increase sales 
To hold mark shape 
Checking response 
Effectiveness, readership, etc. 
Source: Jha, S. M. (1995). Tourism Marketing, p. 246 
In addition to the above purposes of advertising in tourism, we also find it 
a good way to inform and persuade. It helps in furnishing important 
information to the actual as well as potential tourist. Perhaps, it is useful to 
understand how advertising works in tourism. In this regard we ensure 
advertising works effectively. In this sense, we should look upon the 
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formulation of a suitable advertisement strategy. Advertising strategy not only 
aims at increasing the sales among the previous customers but also supports the 
confidence between the organization and customers and increases their loyalty 
for the organization's brand. Creating a positive image amongst the 
organization's populace is of the great importance in advertising strategy. To 
make it clear the following figure shows the aims/goals of advertising strategy. 
Figure 3.7 
Advertising Strategy objectives 
/ Customers 
Pervious 
Actual 
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y ^ Workers 
• Sales 
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Sales increasine 
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^ Affect them 
Persuade them 
More encouraeine 
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Awareness creatine 
o 
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Source: modified from Al-Sumaidi, M. J. 2000, Marketing Strategies, Aman, p.259 
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Undoubtedly, the formulation of a suitable advertising strategy to promote 
tourism deserves an intensive care. In this regard, (Kotler, P. 2005: 788,800) 
lays down the following responsibilities: 
• Select a blend or mix of media that may include commissionable mass 
media, direct mail, trade shows, billboards, specialty advertising, and much 
more; 
• Select or approve the message. This includes graphics, color, size, copy, 
and other format decisions; 
• Design a media schedule showing when each medium, including non-
commissionable media, will be employed; 
• Design a schedule of events, such as public relations events; 
• Carefully transmit this information to the management; 
• Supervise the development and implementation of advertising/promotion 
programs, with particular care given to timetables and budget constrains. 
• Assume responsibility of the outcome. 
In the light of the responsibilities outlined above he also has pointed out the 
following points: 
• Develop the advertising/promotion strategies to meet marketing/sales 
objectives; 
• Develop an advertising/promotion mix of appropriate media; 
• Develop a message appropriate for the selected media to reach designed 
objectives; 
• Develop a media and event schedule. 
In our view to promote tourism through advertising, three methods may 
be suggested. 
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First method: It is a very simple price-based technique which encourages the 
tourist to purchase a tourist product and service purely on the basis of its price. 
Basically, it is a technique that combines various types of price, such as 
normal, promotional discounted wholesalers, seasonal, etc., and at the some 
time offering extra facilities. 
Second method: It can be seen as persuasion-based technique. Persuasion in 
general means the ability of advertising to shift attitudes towards the brands 
and stimulate purchase. When the advertisement is effectively compiled, its 
impact and message would persuade the potential tourist to make up his mind 
that the tourist product or service presented at a particular tourist area is the 
most desirable one available. 
Third method: It is an emotion-based technique. It attempts to move the tourist 
demand emotionally closer to the tourist supply. We find it a very effective and 
successful advertising technique especially in promoting religious tourism 
wherever the emotion factor is dominant. In particular, we can find out two 
main roles of advertising in tourism: 
• To prepare the tourists mentally to accept the tourist product or 
service that should be promoted; 
• To stimulate tourists, arouse their interests and engage them in tourism 
programs. Of course, the main objective of every tourism organization is to 
reach such response from tourists in order to achieve its other objectives. 
Since the market, media and marketing itself have grown more complex, 
the need of the hour is integrated marketing communication. In other words, 
advertising can not be crafted and executed in isolation from the other 
promotional mix elements. 
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3.3.2 Personal selling 
It is one of the most effective promotional tools particularly in building 
up a guest's preferences, conviction and action. (Douglas, F. 1985: 256) points 
out that personal selling refers to face-to-face interactions that aim to persuade 
a customer to buy a product or service. "Personal selling is the personal 
presentation of a tangible product or intangible service or idea to potential 
customer". (Jha, S. 2003: 240) says that "No doubt, the goods or services are 
half sold, if the properties are well told. This art of selling or telling is the 
personal selling". 
Thus, it can be said that personal selling is an important promotional 
tool which depends upon the performance of the sales force. In tourism 
industry where there can perhaps be no second option about the fact that 
tourism is service industry, personal selling assumes a significant position to 
play. It takes place at many locations in travel and tourism sector. It can be 
found at a hotel front desk, the reservation counter of an airline, a restaurant 
table or a car rental service, etc. If the sales force acts well, behaves well and 
performs well, a positive effect will take place and long-term relationship 
would be built. (Ashraf, S. 2003: 131) opines that "Personal selling relies on 
the salesperson's communication skills and his/her knowledge of and 
enthusiasm for the product or service being exchanged". 
In this context, it is important that in the tourism industry, the personnel 
dealing with clients must have two types of skill; e.g., the personal skill and 
social skill. 
> Personal skills: As we know, in travel and tourism sector the guest is all 
important and his/her satisfaction is the key to continued success. On the other 
hand, the staff who come into the direct contact with the guests represents the 
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paramount factor. Thereby, the attitude of the staff should be at the desirable 
level. A pleasant, helpful, interesting attitude with the guests displayed by them 
has a far reaching impact and good impression. The good impression is the key 
to the word-of-mouth information as it is doing much to a recommendation to 
others. Furthermore, it paves the way for the guest's return visit. In this sense, 
we find the rules related to appearance and grooming have a strict 
implementation in many tourist organizations. The tourist employees must have 
enough ability to work under any conditions of the service, and at the same 
time the dress-style and grooming are needed. As they come into close contact 
with customers, the personal hygiene factor must be taken into consideration. 
This means conforming to regular bathing, washing, using of anti-
perspirants, restrictions on food, etc. The deportment of the employee is of the 
greatest importance. (Jha, S. 1995: 611) stresses that "the staff are required to 
look alert and have to show interest in their clients and flirther have to avoid 
slouching when they walk and to sit upright instead of slumping in a chair". 
> Social skills: personal selling is an art of salesmanship. It involves social 
behaviour. Therefore, it is essential that the salesperson in tourism business 
builds a confidence bridge with customers. They must have a willingness to 
listen and attractiveness; a welcoming smile and shaking hands are paramount. 
Such manners can do much to produce a satisfied guest. Above all, every 
employee in tourism business is engaged in personal selling. Thus, a 
salesperson must have: 
• Complete knowledge about the tourist product or service that he/she offers, 
• Full knowledge of the personal selling approaches adopted as well as the art 
of acting with others, 
• Full coordination of intelligence, cleverness, fidelity and appearance, 
• Ability to answer and persuasion. 
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3.3.3 Publicity: 
It refers to non-personal communications to stimulate a demand for 
product, service or business unit not directly paid for or run under identified 
sponsorship. (Kotler, P. 2005: 611) comments that "Publicity is a direct 
function of public relation. It is the task of securing editorial space, as opposed 
to paid space, in print and broadcast media to promote a product or service". 
It is an important component in the promotion mix where the publicity 
campaign well-coordinated with the other promotion mix elements can be 
extremely effective. It is mainly concerned with unknown potential buyers. In 
tourism industry, tourism publicity plays a crucial role in making the tourist 
product as widely known as possible and attracting tourists who are aware of it 
to try it. 
A publicity programme may be seen in the form of a news story, 
photographs to the newspapers, regular publicity, travel editors, announcement 
about an organization and/or its product and services. Effective tourism 
publicity requires analyzing the tourist demand and its factors as well as tourist 
supply and its elements. The effort to balance between tourism demand and 
tourist supply must be made so as to increase tourism demand rates and tourist 
satisfaction. On the other hand, publicity should provide clarity and uniformity. 
Furthermore, its objectives must be specific and clearly attainable and time-
bound. 
The objectives must also obtain the general interest in the product and a 
favourable impression of the product. Publicity reaches different segments of 
society. Therefore, it uses various approaches, e.g. illustrations, copy, spoken 
word, etc. All of them are found effective in creating desires and achieving 
emotional effect. (Bhatia, A. 2004: 206) says that "the illustration and spoken 
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word are the primary publicity media which may suitably be grouped into the 
following": 
(i) Printed publicity, 
(ii) Advertising publicity, 
(iii) Projected publicity, 
(iv) Structural forms of publicity, 
(v) Personal publicity. 
• Printed publicity material: in the field of tourist publicity, printed publicity 
can be seen in the form of brochure, folder, poster, leaflet and sales letters. 
a) Brochure: it is a voluminous publication and contains detailed information, 
accommodation, prices, travel schedules, etc. with coloured photographs. The 
brochure must inform and persuade the potential tourist. But it is vitally 
important that the data included must be factually accurate. There are tour 
brochures, package tour brochures, hotel brochures, etc. Tourism marketers are 
selling dreams and their brochures must allow the consumer to fantasize a little 
about his holiday. 
b) Folder: a folder is a single piece of illustrated paper which can be folded. It 
is the most important publicity medium for tourist publicity. It is less 
voluminous than brochures and most widely used by tourist organizations. It 
should have essential qualities like good appearance. 
c) Poster: it is an important publicity medium of tourism. It is vitally important 
as it combines psychological factors with the task of depicting a country as a 
tourist destination. 
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d) Sales letters: it is a direct mail material. The message is set to select 
potential buyers who may be known or unknown. Personally the attempt is 
made so as to gain agreement or favourable action toward a product. 
• Advertising publicity: the message is directed at unknown potential buyers. 
Daily or weekly press, magazines and periodicals, radio, T.V, Hoardings and 
Trade press are commonly used and are highly persuasive. In the present world 
considerable importance has been given to their effectiveness. 
• Projected publicity: projected publicity media comprise film and slide 
publicity. Nowadays, the colour film is of the greatest significance within the 
fi-amework of tourist publicity. The central idea of the film should be able to 
affect the tourists emotionally. Recently, the travel films won extensive 
popularity, such as travelogues. In this regard, tourist publicity can be served 
effectively through television as it is a suitable medium to spread the interest in 
foreign countries. 
• Structural forms of publicity: all publicity measures that manifest 
themselves in constructions and structures consider structural forms of 
publicity. We fmd them dominant in participation in fairs and exhibitions and 
in the establishments of tourist publicity offices abroad. The fairs and 
exhibition procure advantage for tourism as they show tourism in respect to the 
country and create good impressions as the main aim. 
• Personal publicity: here the message is based on personal persuasion aimed 
at known individuals in tourism. There are various forms of application of 
personal publicity which serve in maintaining contact with the travel industry 
and supporting it in its sales efforts; e.g., intermediaries, media and social 
leaders, invitations, the travel journalists and personal gifts. 
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3.3.4 Public Relations: 
Public Relations (PR) is an important component of the promotion mix. 
Increasingly PR in this era of modernity has gained profound recognition and 
importance all over the world as an indispensable tool of business. It has 
witnessed rapid growth. Since advertising costs continue to rise and sales 
promotion costs have increased, companies find public relations holds the 
promise of a cost-effective promotional tool. The prime purpose of public 
relations is to create the best possible reputation and a positive image of an 
organization. 
(Moore, H. 1977: 5) mentions that "Public Relations is defmed as the 
management function which evaluates public attitudes, identifies the policies 
and procedures of an individual or organization with the public interest, and 
executes a program of action to earn public understanding and acceptance". 
(Bhatia, A. 2004: 190) opines that the internationally accepted 
definition of public relations is that it is the deliberate, planned and sustained 
effort to establish and maintain mutual understanding between an organization 
and its public. 
The above definition makes it clear that PR is an important part of an 
organization's total communication effort to inform the public about the 
activities of an organization. 
In tourism, PR is vitally important due to the fact that complete and up-
to-date information is made available to both the actual and potential tourist 
essentially. Thus, as (Jha, S. 1995: 164) comments, "it is the art and science of 
planning and implementing honestly a two-way communication and 
understanding between a tourist organization and tourists". The PR may assist 
in marketing tourism by contribution in the following tasks: 
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(i) Launching of new tourist products, 
(ii) Building-up interest in tourist product categories, 
(iii) Creating and maintaining an atmosphere whereby the tourist is convinced 
of the advantages of the tourist product and of visiting the country concerned. 
From the above we find that the main objectives of PR in the filed of tourism 
are: 
a. Disseminating of information in order to establish and maintain mutual 
understanding between a firm and its various customers, financiers, employees, 
etc. 
b. Creating of a favouable image of the tourist product. 
Perhaps, there are several communication techniques that PR uses. These 
include: 
• News and feature stories, 
• Press releases, 
• Films and slides, 
• Booklets and brochures, 
• Photographs, displays and exhibits, 
• Advertising, 
" House journal, 
• Radio and TV scripts, 
• Newsletters, 
• Stockholder reports. 
On the other hand, many National Tourist Organizations promote 
tourism by using tools of public relations such as: 
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• The familiarization trips organized by tour operators for travel agents, travel 
writers, editors, etc. These persons then write about the country visited, 
• Arranging seminars and workshops to promote a new destination, 
• Organizing cultural programmes, folk shows, exhibitions in the country 
where the tourist office is located. 
The facts outlined above make it clear that PR activities assume a significant 
place in promotion mix. 
3.3.5 Sales promotion: 
Sales promotion in the present world has been heavily used by many 
marketing managements. It occupies a salient significance in the promotion 
mix. It helps an organization to increase its sales and achieve a high market 
share. 
This technique is generally used by all service sectors. It covers a wide 
variety of short-term incentive tools to encourage the purchase or sales, of a 
product or service. (Belch, G & M. Belch 2004: 21) point out that "Sales 
promotion is generally defined as those marketing activities that provide extra 
value or incentives to the sales force, the distributors, or the ultimate consumer 
and can stimulate immediate sales". 
(Douglas, F. 1984: 271) mentions that "sales promotions are short-term 
activities seeking to boost sales at peak demand periods to ensure that the firm 
obtains its market share and are used to help launch a new product or support 
an ailing or modified one". In the tourism context, tourist organizations which 
plan and direct sales promotion campaigns generally fall into two major 
categories: 
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(i) To the ultimate consumer of a tourist product or service, a sales promotion 
campaign includes prices, reduction or rebate and, at the same time, the same 
quality of service occasions' and events' prices, increase of number of meals, 
premiums, etc. The promotional tools encourage the tourist consumer to make 
an immediate purchase and thus can stimulate short term sales. 
(ii) Intermediaries (i.e., tour operators and travel agents): The tourist 
organizations that are responsible for increasing tourist demands push 
intermediaries to purchase the tourist programmes by short-term incentives, 
such as promotional and merchandising allowances, advertising and display 
allowances, travel agency and tour operation concessions. In this case, products 
would be sold through the producer to retailers and the wholesalers to 
consumers. Here the tourist organization would apply the "push strategy" in 
which the promotional tools push the customer into the purchasing process. 
As stated above, the tourist organizations plan and direct the sales 
promotion campaigns towards two major categories. Such plarming is found 
essential for a successful promotional campaign. There is a number of stages 
through which plarming is undertaken, it is displayed in Figure 3.8. 
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Figure 3.8 
Stages in sales promotion 
No 
I 
2 
3 
4 
5 
6 
7 
Stages 
Determining objectives 
1 
Identifying target advances 
1 
Evaluating alternative strategies/selecting best 
i 
Developing programme 
i 
Testing programme 
i 
Implementing programme 
i 
Evaluating effects 
Source: Jha, S. M. (1995). Tourism Marketing, p. 268 
The first is determining objectives. It is essential to make clear 
objectives before the designing of a programme. These objectives can include 
increasing short-term sales, increasing long-term sales, attracting new tourists 
or luring them away from the competitors, etc. Needless to say that sales 
promotion objective is derived fi-om broader promotion objectives which are 
derived from more basic marketing objectives. The second stage is to identify 
the target audience. They may be sales-force or intermediaries or the customers 
themselves. The most important thing here is to correctly identify the target 
audience. 
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The third stage is to evaluate the alternatives available and choose the 
strategy that best fits the desirable objectives. In respect of selection, the 
decisions regarding the selection of techniques require careful attention 
because such decisions of selection are influenced by desirable objectives; i.e., 
the selection of the strategy must be in the light of the desirable objectives. 
The forth stage is developing the programme. This stage involves the 
following steps: 
(i) Decide on the size of the incentive, for example, to decide how many 
discounts are to be offered of discounted tickets. 
(ii) Set the conditions for participation; i.e., to whom these incentives are to be 
offered. Incentives might be offered to everyone or only to select groups. The 
marketer is responsible for setting conditions for participation. 
(iii) Decide how to promote and distribute the promotion program. What is 
the best distribution method to be followed? And how can it be followed? The 
marketer must decide the delivery style of the promotion campaign. 
(iv) Decide the duration of the program: it is important to save a sufficient 
time to carry out the promotion program successfully. For example, if the sales-
promotion period is too short, many of the prospective customers who would 
not buy during that time would not be able to take advantage of such a selling 
program. 
(v) Decide the total sales promotion budget: according to (Aimual Report of 
U.S., promotion industry, promo's Exclusive, 2002), "Among many consumer 
packaged-goods companies, sales promotion is often be to 70 percent of the 
promotional budget". 
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The clear knowledge of the amounts assigned to sales promotion will 
serve more in determining the sales promotion method and its duration. 
Sufficient budget for sales promotion is essential to reach the desirable 
objective of a promotion program. 
The fifth stage is testing the program. This can be done through asking 
customers to rank different promotions by selecting a particular geographic 
area and try them. According to the results, the decisions will be taken. 
The sixth stage is implementing the programme: to succeed in 
implementing the program, the implementation plan should be prepared 
carefully, covering lead-time and sell-off time. Both of them are necessary as 
lead-time concerns the preparation of the program before launching it while 
sell-off time begins with launch and ends when the promotion ends. 
The last stage is the evaluation of the programme: the evaluation 
process involving effectiveness of sales promotion is of the greatest importance 
as it simplifies the task of identifying the weaknesses and taking necessary 
actions against them, as well as identifying strengths and supporting them. To 
evaluate the effectiveness of sales promotion programs, there is a number of 
methods available, such as comparison before, during, and after a promotion, 
consumer surveys, consumer panel data, the kind of people who responded to 
the promotion and what they did after the promotion, etc. 
Techniques of sales promotion: 
The various sales promotion techniques used in the tourism sector are 
tabled below. 
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Figure 3.9 
Sales promotion techniques 
f Sales promotion techniques ] 
u 
Customer segments 
• Price cuts/sales offers 
including Internet 
• Discount 
vouchers/coupons 
• Disguised price cuts 
• Extra product 
• Additional services 
• Free gifts 
Distribution networks 
• Extra commission and 
overrides 
• Prize draws 
• Competitions 
• Free gifts 
• Parties/receptions 
' 
Sales forces 
" Bonuses and other 
money incentives 
• Gift incentives 
• Travel incentives 
" Prize draws 
Source: Middleton, V. T., & J. Clarke (2001): Marketing in Travel and Tourism, 3"" 
ed., Oxford: Butter Worth-Heinemann 
The above techniques are primarily designed to stimulate consumer 
purchasing and dealer and sales force effectiveness in the short-term, through 
temporary incentives and displays. These series of techniques can be used 
collectively and independently to stimulate demand. This involves two basic 
approaches: intermediary push or consumer pull. The technique focuses on 
offering impulse incentives to purchase, as shown in the above figure. 
The sales promotion programmes especially in tourism are supported by 
many tools such as: 
• Brochures 
• Folders 
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Packaging 
Coupons 
Gifts 
Contests 
Exhibitions 
Display materials 
Direct mail materials 
Travel workshops 
Special offers 
Merchandising 
3.3.6 Word-Of-Mouth information: 
As stated earlier the good behaviour and performance of salespersons 
are the best introduction for the word-of-mouth information to take place. It is 
an unofficial form of communication. (Amdt, J. 1967 in D. Stokes & W. 
Lomax 2001) opines that Word-Of-Mouth is "oral person-to-person 
communication between a receiver and a communicator whom the person 
perceives as non-commercial, regarding brand, product or service". Word-Of-
Mouth can be seen as a hidden sales force costing nothing to a company. It is 
found a highly effective tool of promotion in tourism. As this hidden sales 
force becomes important and sensitive especially among potential tourists, 
special efforts should be oriented to the satisfaction of the actual tourists. 
The following question regarding the importance of this promotional 
tool in tourism should be answered. The question is how to stimulate word-of-
mouth and make it work for your tourism business? 
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• Make your product or service unique. The uniqueness of product or service 
will occupy the customers' attention and make them talk about it with friends, 
relatives, etc. 
• Assign opinion leaders who in turn can influence others to buy the product. 
• Find a way to talk about your product or service. (Reingen, P. & J. Keman 
1986) found that although the number of opinion leaders is relatively small, 
they account for 60% of the referral paths. 
• Identify and trace the customers who do the talking for business and 
stimulate their interest even further. Mailing them, product or service discounts 
can be offered and so on. 
• Treat and deal with complaints efficiently. 
• Respond to positive comments as well as complaints to maintain high levels 
of customer satisfaction. According to research by (Richins, M. 1983) "If 
complaints are encouraged, the retail has a chance to remedy legitimate 
complaints and win back a customer who also makes positive reports to others, 
enhancing goodwill". 
• (Stokes, D. & W. Lomax 2000) stressed the need to develop and implement 
Word-Of-Mouth offensive strategy by identifying activities that stimulate 
positive recommendations. For example, providing the visitors at a hotel with 
atmosphere that makes them feel at home, allow the guests to behave as if they 
were at home. 
Power of Word-Of-Mouth (WOM) 
The word-of-mouth is found the most highly effective of all the modes 
of communication. Some of the reasons behind that are: 
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• High credibility of the channel. For example, when the information comes 
from a friend it is more credible because there is no association of the person 
with the company or product. 
• Word-Of-Mouth is designed to the people who are interested in it. Thus, the 
discussion over the topic will create a positive impact. 
• Word-Of-Mouth is a self-opening medium. It is not limited by money or 
other constraints like social, time, family or physical constraints. Therefore, it 
is also found to be a powerful source of information. 
3.4 Current promotional efforts for tourism in India & Yemen 
India and Yemen are two countries most richly endowed with all the 
natural wealth, power and beauty. The people, the art and the civilization prove 
that nothing has been left undone to make India and Yemen the most 
extraordinary countries. 
In respect to India, there is so much to see and so much to do. Indeed, 
modem day India puzzles, excites and fascinates the foreign tourist. However, 
as (Seth, P. 1995: 240) comments that "traditionally a country which welcomes 
guests, India's experience in modem tourism is not even thirty-five years old. 
In the early fifties, the Government of India decided to promote tourism as it 
was considered a good business proposition from the experience of Europe, 
where it had helped to re-build the war-torn economies with the tourist dollars 
earned from Americans". He adds, "While starting tourism promotion in a 
small way, the government of India had no clear objectives in terms of 
marketing". 
The real begirming of promoting Indian tourism was with creating a 
separate Ministry of Tourism and Civil Aviation in 1967 and the various 
corporations relating to these activities came under the charge of this Ministry. 
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The reality of the matter is that Air-India was of the greatest role in respect of 
promoting India as a tourist destination. Because it was a sole promoter of 
India's image overseas at that time and did well side by side with the 
department of tourism. 
(Seth, P. 1995:246-50) also mentions that "at that time, promoting 
Indian tourism overseas had been supported with the launching of heavy 
advertisements". The following are an example: 
(The Taj Mahal is in India, it is not India) 
The objective of this advertisement, Seth says, was to inform people 
about Indian tourist attractions other than Taj Mahal. Price became an 
important element in the advertising text to attract customers to India. 
(India give-away 17 days $799) 
This advertisement was made in 1969 in the USA. In 1970, India was 
publicizing tours ranging from $654 for 17 days to $1,757 for 25 days 
including Nepal and Sikkim. In 1983, the Government of India tourist office in 
Tokyo ran an advertisement all over East Asia with the headlines: 
(India's nine cities are included free in your ticket to Europe/USA) 
The text told travelers that they could break journey in India without any 
extra fare. Regardless what was the result of such advertisement we find it so 
effective in marketing tourism especially in a competitive situation. The 
following slogans were also coined: 
"India is not just another country, it is another world" 
"When you visit our land, do not rush about it take it slowly. Let India happen to 
you" 
These followed as series of new advertisements which emphasized many 
aspects of tourism such as courtesy, cleanliness, helpfulness, etc. 
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All these promotional efforts had the support of the image-building of 
India as a land of culture and ancient civilization. Nowadays, the Indian 
tourism promotional efforts have been doing wonderful activities to attract 
foreign tourists. "Since the year 2001-02, the Ministry of Tourism initiated 
major activities to promote India through the byline "Incredible India", as 
centralized campaign. International press/media campaigns have been launched 
and supported with literature and collateral publicity material on theme ideas. 
In fact, the post year 2003 witnessed unfortunate incidents which affected 
ourism. These incidents are: 
Global economic downturn in 2001 
September 11 incidents (just before India's peak season) 
War in Afghanistan 
Terrorist attack on Indian parliament 
Terrorist attack on Jammu & Kashmu- Assembly 
Terrorist attack on information center in Kolkata. 
Thus, the tourist traffic did suffer due to these unfortunate incidents. 
However, according to (Annual Report 2002-03, Ministry of Tourism, 
Government of India: 87), the negative effect of these incidents was curtailed 
by undertaking the following Reassurance campaign at the direction of the 
Tourism Task Force. 
• Regular press conferences 
• Travel Trace Briefings 
• Seminars 
• Workshops 
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• Inviting Tour operators, media personalities and opinion-markers to 
Familiarization Trips 
• Synergized promotions with the Indian missions, Travel Trade and Airlines 
• Organizing Road Shows 
• Direct mailers and one-to-one interaction with the foreign travel trade. 
At that line, department of Tourism had embarked on an aggressive 
Action plan to position India as an attractive destination in various markets and 
to increase India's share in tourist arrivals. Therefore, the period between 
January-March, on the leading TV Channels across the Globe is being 
supplemented by a print advertising campaign in the leading print media 
publications overseas. 
As cited in (Annual Report 2002-03, Ministry of Tourism, Government 
of India: 51), "again with a view to the encouraging response received, the 
Ministry brought out 29 leaflets, 6 maps, 5 films, 5 collaterals, one poster and 5 
CDs during 2003-04. During 2004-05, 4 CDs and collaterals, 2 folders/posters, 
and 4 Films have been produced". 
As mentioned in (Travel Talk, 2006, (13): 3), "A report on the incredible 
India campaign 2005-06 was released along with the film produced by the 
CNN International and BBC. These films showcase different facets of India's 
diverse culture and tourism, ayurvedic destination and the emerging golfing 
destinations." 
(Banaerjee, S. 2007) observes incredible India's brand campaign on 
youtube.com "We have to show the world the progress India has made since its 
independence 60 years ago. Using youtube website for promotion of Incredible 
India campaign is an effort in that direction". 
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In particular, with a view to enhance the reach of Incredible India brand, 
the Ministry of Tourism has recently launched its campaigns on various media, 
i.e., the print, electronic, outdoor and internet (online) media. These campaigns 
capture both the domestic and Global markets. 
Collectively, as mentioned in (Annual Report 2002-03, Ministry of 
Tourism, Government of India: 87-88), the specific elements of promotional 
efforts undertaken abroad include the following. 
Advertising 
Printing of brochures in local languages 
Brochure sport/joint advertising with travel agents/tour operators 
Promotion of charters 
Production of promotional advertisement 
Multi-vision presentations 
Organizing print media and TV interviews 
Production of films and audio-visual material in local languages 
Production of lithographic/trade posters 
Public relations 
Organizing seminars, talks, India evening, etc. 
Direct mail and correspondence 
Participation in tourism fairs and festivals 
Market research 
Organizing food and cultural festivals 
Information dissemination. 
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> Some major promotional activities undertalien for overseas promotion. 
According to (Annual Report 2006-07, Ministry of Tourism, Government 
of India: 71), the major promotional activities undertaken for overseas 
promotion as follows: 
• Familiarization tour and workshops for tour operators from the Latin American 
and Caribbean countries, April 2006 
• The tour operators attended SATTE 2006, visited Agra and Jaipur and took 
part in the half day workshop in New Delhi. 
• Festival of India in Brussels (October 2006 to Jan. 2007) 
• India was a partner country at the International Tourism Bourse (ITB) 2007, 
held in Berlin from 7-11 March 2007. 
(a) Indian Tourism OfTices in India*: 
Since tourist offices play a leading role in the promotion of tourism. 
Such offices were opened in Delhi, Mumbai, Kolkata, and Madras and 
followed by the establishment of a chain of information offices all over the 
country. According to (Annual Report 2006-07, Ministry of Tourism, 
Government of India: 87), nowadays, the Ministry of Tourism, Government of 
India has 20 India tourism offices in India. The main functions of these offices 
are: 
1- Supply of up-to-date information on places of tourist interest after they have 
arrived in India; 
2- Organizing tourist promotional activities within the country; 
3- Keeping in touch with all the segments of travel trade; 
4- Assisting the tourists in clearance of various travel formalities. 
*Appendix-A. 
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> Some promotional Activities Undertaken by these offices in India 2006-07. 
India tourism, Delhi: 
According to (Annual Report 2006-07, Ministry of Tourism, 
Government of India: 88-90), the promotional activities undertaken by tourist 
offices within the country during 2006-07 are as follows: 
Participated in Travel & Tourism Fair organized by the "Times of India" at 
Hotel Intercontinental from 1-2 April, 2006; 
' Participated is SATTE organized from 21-23 April, 2006 at Pragati Maidan, 
New Delhi. 
India tourism, Chennai: 
• A workshop on promotion of Tourism in Tamil Nadu was organized on 8 
July, 2006. 
• Participated in the travel and tour operators meeting organized by Tourism 
Coiporation of Gujarat Ltd. at Chennai on 28 July, 2006. 
• Parliamentary Standing Committee on Transport of Tourism and Culture 
visited Kochi/Lakshadweep/Thiruvananthapuram from 7-13 November, 2006. 
Indian tourism, Mumbai: 
• Four luxury liners arrived at Mumbai port. All passengers were accorded 
fraditional welcome with kimikum and flowers. Special welcome hostesses 
were appointed for this purpose. 
• Capacity Building Programme for Service Providers (CBSP) was organized 
on 31 July, 2006 at the international Airport, Mumbai for Taxi & auto rickshaw 
drivers. 
• World Tourism Day was celebrated on 27 Sep., 2006. 
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India tourism, Bangalore: 
• Participated in a function organized by Mount Carmel College on "Career 
Prospects in tourism industry" 
• 5 members were provided full hospitality and 12 members were provided 
partial hospitality. 
India tourism, Aurangabad: 
• India tourism, Aurangabad organized a National Seminar on cultural 
activities and Tourism Development in Ajanta and Ellora on 18 April 2006 
• Organized an exhibition/seminar with management of Devgiri College, 
Department of Tourism Studies on the subject "Nature Tourism and Tourism 
Awareness". 
• Organized a public uiformation campaign from 3-7 July, 2006. 
India tourism, Agra: 
• India tourism Agra provided full hospitality to 97 guests and partial 
hospitality to 10 guests 
• Assisted a VVIP delegation consisting of 35 members from Asian 
Development Bank along with Vice-president and its executives on 8 May, 
2006. 
Collectively, these offices all over the country have played a major role 
in the promotion of tourism, development of tourism infrastructure and Co-
ordination among the various segment of the tourism industry, 
(b) Indian Tourism Offices Overseas*: 
To attract foreign tourists to India on the one hand, and to improve 
awareness and visibility of Indian attractions among tourist markets on the 
Appendix-B 
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Other, the Government of India initiated to open a chain of tourist offices 
overseas. 
(Bhatia, A. 2004: 135-36) mentions that "the first step was the 
estabHshment of the Government 
of India Tourist office in New York in December 1952. The European tourist 
market also had a chain of India tourist offices opened in the continent since 
July 1955. 
With a view to promote tourist traffic from Australia and New Zealand, 
a tourist office was opened in Melbourne in September 1956. At the same time 
one office was opened in Colombo". 
Recently, India tourist offices abroad are widespread (there are 13 India 
tourist offices overseas). The functions of these offices include acquainting the 
potential visitor about the various tourist attractions and facilities available in 
India through publicity, public relations and sales promotion. In this regard, we 
find that overseas offices effectively participated in and organized various 
promotional activities at many popular overseas cities during the year 2006-07. 
The cities like New York, Los Angeles, Toronto, London, Paris, Frankfurt, 
Amsterdam, Milan, Dubai, Johannesburg, Sydney, Singapore, Tokyo, etc. 
witnessed various Indian promotional activities. The overseas offices through 
these promotional activities aimed at maintaining the momentum gained during 
the previous years. 
Furthermore, the offices succeeded in image-building and positioning 
India as the preferred Midwestern travel and lifestyle destination. And their 
overall objective is to increase India's share of the global tourism market. 
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> Promotional activities Undertaken by Overseas Offices 2006-07. 
According to (Annual Report 2006-07, Ministry of Tourism, Government 
of India: 72-83), the Promotional activities undertaken by overseas offices 
2006-07, may be summarized as follows: 
New York: 
• India tourism. New York organized a six-city road show including a series 
of workshops and seminars for the US tour operators and travel professionals. 
• A ten-day long India food Festival was organized by India tourism, New 
York in collaboration with the Indian Embassy, Caracas, Venezuela at the JW 
Marriott Hotel, Caracas, in September/October 2006. 
• India tourism New York in association with Delta Airlines and Kingfisher 
Airlines organized a special luncheon event in November 2006 to mark the 
launch of Delta Airlines inaugural non-stop flight between New York and 
Mumbai. 
• Smithsonian Associates - the educational wing of the Smithsonian Institute 
- organized an India Seminar titled "India in all its senses" in November 2006. 
This event was sponsored by India tourism and was designed to 
generate greater understanding on what India has to offer. 
Los Angeles: 
• India tourism, Los Angeles actively participated in major travel trade and 
consumer shows throughout the year, viz. the Los Angeles Times Travel Show, 
Luxury Expo, Adventure in Travel show, San Diego Travel show. 
• Joint promotional events were held with major international airlines. 
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• An India promotion event for the consumers was jointly conducted with the 
Houston city council at the specially created "Incredible India" zone during the 
international city festival organized in Houston. 
• With the objective of developing and motivating new travel agents for 
promoting India, in addition to providing information, promotional material, 
collaterals, window display and training sessions for their staff, the office also 
extended assistance under brochure support scheme to new agents. 
London: 
• India tourism, London was one of the sponsors of the exhibition of Chola 
Bronzes at Royal Academy of Arts, London. The exhibition was inaugurated 
by the Minister of Tourism & Culture, Government of India, on 7 November, 
2006 and was on till 25 February, 2007. 
• An India evening was organized at Dublin to promote India to the torn-
operators and Media in the Irish market. 
• A series of Road Shows were organized by Indian tourism, London in the 
cities of Belfast, Dublin and Cork in Ireland. Road shows were also organized 
with the participation of Indian hotel companies. Airlines and Indian specialist 
tour operators at Black Pool, York, Edinburgh, etc. Over 550 Travel Agents 
attended these Road shows, which helped in promoting India to travel Agents 
in the region. 
• During the World Travel Market (WTM) which was held at Excel 
exhibition centre from 6-9 November, 2006, India tourism had the largest 
number of exhibitors outside Europe, with 600 travel professionals coming 
from India for the event. 
Some events were organized during the (WTM), such as a press 
conference, addressed by the Minister of Tourism. The conference was 
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attended by more than 100 Journalists; an India Evening was organized at the 
oval cricket Ground; a breakfast meeting with key tour operators was organized 
at the Marlborough House, and much more. 
France, Switzerland, Spain and Portugal: 
During the year 2006-07, the four countries witnessed wide promotional 
activities by India tourism. 
India tourism, Paris participated in major international trade and 
consumer fairs/exhibitions in the region, including the Bolsa de Tourism de 
Lisbao in Lisbon, Portugal; Feria International de Tourism, (FITUR) in 
Madrid, Spain; Travel and Tourism Fair at Barcelona, Spain; Top Resaat 
Deauville, Salon International du Tourisme des Voyages (SITV) in Colmar; 
Salon International du Tourisme in Nice, France; European Incentive, Business 
Travel and Meeting (EDBTM) at Barcelona, Spain, etc. An "Incredible India" 
campaign was organized by the office on 150 Parisian taxis for a week during 
September/October 2006. The taxis selected were those running in the city and 
from the city to the airport in Paris. 
Dubai: 
The main promotional activities undertaken by India tourism, Dubai, 
during the year included: 
• Multi Media Campaign: an aggressive media campaign promoting various 
facets of India under the unified Platform of "Incredible India" was 
implemented by the office. The popular Arabic Magazines and newspapers as 
well as popular Arabic channels covered the promotional activities. 
• Participation in travel Fairs/exhibitions: the office participated in important 
trade exhibitions with the objective of promoting tourism to India under the 
"Incredible India" platform. 
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• Joint promotions: joint promotions were organized in association with 
Indian Airlines and Air India. Special packages developed by the Airlines were 
promoted through joint efforts, for interesting tourist traffic to various 
destinations in India. Road shows were organized on an ongoing basis and 
India Food Festivals were arranged with leading hotel chains in the Gulf 
countries to promote the cultural diversity of India. 
As mentioned in (Annual Report 2006-07, Ministry of Tourism, 
Government of India: 9), the various efforts made, including promoting India 
through the "Incredible India" campaigns in overseas markets have done good 
work for tourism growth. The recent years have seen a remarkable growth in 
foreign tourists coming to India. It has increased by about 65% from the level 
of 2.38 million in 2002 to 3.92 million in 2005. In the year 2006, the tourist 
arrivals have increased to 4.43 million, registering an impressive increase of 
the 14.2% when compared to the previous years. The foreign exchange 
earnings from tourism have also shown a phenomenal grov^ h^ from US 
$5730.86 million in 2005 to US $6569.34 million in 2006. 
With a view to encompassing the picture in respect of promotional 
efforts for tourism, the Ministry of Human Resources Development (HRD) has 
a great significance. As they play a leading role in tourism Industry. They are a 
part of promotion of the tourist product/service. Thus, during 2005-06, the 
National Council for Hotel management offered 11 different hospitality courses 
and Training programmes through 24 institutes of Hotel management and 7 
food craft institutes affiliated with it. The courses offered by Indian Hotel 
Managements/Food Craft Institutes are shown in appendix- C. 
With regard to Yemen, in fact in the period before the 1972, the country 
did not have any developed media of promotion in order to convey the message 
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about Yemen to the target audience either nationally or internationally. In the 
beginning of 1970s the concept of marketing and promotion in tourism 
emerged especially when Tourism Corporation had been established. This 
corporation began with issuing a lot of tourism printed materials according to 
the available facilities at that time. This promotion activity increased at the 
beginning of the 1980s because tourism had been seen as a source of income 
and to support balance payment. This was clearly seen through the chain of 
issues of promotion materials in many languages produced by the General 
Tourism Corporation. These promotion materials included brochures, tourist 
maps, tourist guide, posters, and postal cards. The corporation produced a 
tourism film (at the North of Yemen at that time before Yemeni Unification), 
also, with the help of tourism Authorities in the South Port of Yemen at that 
time. Some printed material was issued about tourism promotion. Moreover, 
the Yemeni Company for Tourism in both parts of Yemen in August 1981 did 
remarkable activities in the field of tourism promotion. It issued many tourism 
printed materials which focused on the whole of Yemen (both South and North 
at that time). One of the most important of its works was a tourism book, the 
tourism guide, some brochures and the tourism film. These activities for 
promotion were suspended for a time to prepare and organize for the coming 
promotion activities in the light of improvement of the basic infrastructure for 
tourism supply and with a view to balance between the tourist supply and 
demand. 
The promotional activities were only confined in participating in the 
most in national tourism exhibitions annually. After the Yemeni Unification 
1990, and because of many national and international incidents until the end of 
1994, the tourism promotion got suspended almost totally. According to 
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(Tourism in 20 years, General Tourism Authority, 1998: 23), when the Highest 
Tourism Council was established according to the cabinet Article No. 205, 
headed by the Prime Minister who was the head of this council, this refreshed 
the movement of tourism promotion improved through many decisions which 
were issued in 1997. These decisions are as follows: 
1. Approval of the tourism policy which included the following promotional 
Activities, 
a) Improving the methods of tourism promotion nationally and internationally, 
b) Producing a bulk of printed material, brochures, tourism guides, postal 
cards, tourism map and posters, 
c) Annual participation in the international exhibitions which were 
inaugurated in Italy, Spain, London, etc., in addition to participation in the 
movable archaeology exhibition through France, Holland, Spain, Belgium and 
America. It was titled "The Queen of Sheba and the Star Land". 
2. Approval of establishing the Yemen Tourism Promotion Board (YTPB). 
(Abu-Taleb, M. 2002) mentions that "According to the cabinet decision 
No. 229 on 16/11/1997, which was based on the study conducted by 
International Tourism Consulting (ITC) - Germany, the decision for 
establishing this Board was a very important step aiming at improving tourism 
promotion. This was reinforced by the presidential decision No. 3 in the year 
1991, which was related to tourism promotion." 
3. Approval to encourage the domestic tourism, 
4. Approval of the tourism promotion and marketing. 
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5. Approval of the program of developing the coastal tourism and diving 
tourism. The following are some of the promotional activities for Yemeni 
Tourist attractions for different periods, 
> Promotional activities during the years 1990-1997 
According to (Tourism in 20 years, General Tourism Authority, 1998: 28), 
the following promotional activities had been done during the years 1990-1997; 
(i) The readable publications: 
• Issue of tourist map (Arabic and English), 
• Issue of tourist guide book of the Republic of Yemen, (Arabic and English), 
• Issue of the leaflets of the cities, Sana'a, Hadramout, Al-Jauf, Marib and 
Shabwah.(In Arabic and English), 
" Issue of tourist posters in different sizes for the five landscapes, 
• Issue of a tourist magazine which is issued in Arabic and English quarterly, 
• Issue of the tourist guide book in English, 
• Issue of the joint tourist Brochure by the Tourism Authority and the private 
sector. 
(ii) The international tourist exhibition 
• Exhibition of Milan,Italy, 
• Exhibition of Berlin, 
• Exhibition of Paris, 
• London Tourist Market, 
• Cairo Tourist Market, 
• Dubai Tourist Festival for Shopping, 
• Shiraz Exhibition - Iran. 
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> InternatioDal promotional activities during tiie years 1999-2000 
According to (Report of Yemen Tourism Promotion Board, October, 
2000: 1-4), the International promotional activities during the years 1999-2000 
may be summarized as follows: 
(1) Participation in the international tourist exhibitions, 
• London exhibition (16-19 November, 1999), 
• Madrid FITUR'S exhibition (26-30 January, 2000), 
• Milan exhibition (23-27 February, 2000), 
• Berlin exhibition (11-15 March, 2000), 
• Paris exhibition (23-26 March, 2000), 
• Dubai Festival (1-30 March, 2000), 
- Jeddah Festival (19-22 September, 2000). 
(ii) The printed publications, advertisements and the informational promotion 
• Printing of thirty thousand copies of Yemen leaflets in six languages, 
• Printing two thousand copies of the tourism magazine, 
• Purchasing twenty thousand of postcards and distributing them in the 
international exhibitions and among the official delegations. 
• Recontracting for printing fifty thousand copies of the tourist leaflets about 
Yemen, 
• Contracting for printing fifty thousand of the tourist guide book in five 
languages, 
• Advertising in some international newspapers, 
• Publishing a regular page about tourism in the magazine 'Al-Raqeeb', 
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• Coordinating with the local newspaper to intensify the writing about the 
tourism in Yemen 
• Contracting for purchasing one thousand copies of "The Book of Yemen" 
written by Batersia, 
• Purchasing three hundred copies of the book concerning Old Sana'a which 
was published in Italy, 
• Purchasing fifty copies of "A Day in The Sky of Yemen", 
• Encouraging the writers as well as the writings which are published about 
Yemen, 
• Recording a group of films about Yemen issued by the Yemen Satellite 
Channel, 
• Receiving a numbers of the European Journalists who visited Yemen and 
presenting detailed information about the Yemeni tourist product 
> Promotional activities during the year 2003 
As mentioned in (Report of Yemen Tourism Promotion Board, October 
2003: 1-2), the following Promotional activities had been undertaken during 
the year 2003. 
Participation in the international exhibitions: 
The Milan exhibition, February, 
The Berlin exhibition, March, 
The international exhibition of Japan, October, 
The London exhibition, November, 
The exhibition of Arabic traveling market, Dubai, May, 
The activity of Namsa, September, 
The festival of the global village, Dubai, January, 
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> The participations and tourist activities during the year 2004. 
(Report of Yemen Tourism Promotion Board, October, 2004: 1-2) 
summarized the participations and tourist activities during the year 2004 as 
follows: 
• The exhibition of Deauville (France), November, 
• Press conference Milan, June, 
• The exhibition of Al-Badiah Al-Arabia, Dubai. 
> Promotional activities and efforts during the first half of the year 2005. 
As mentioned in (Report of Yemen Tourism Promotion Board, the first 
half of the year 2005: 1-2), the Promotional activities and efforts were made 
during the first half of the year 2005 as follows: 
(!) The tourist participations in the most important international tourist 
exhibitions 
• Al-Badiah Al-Arabia Festival (Dubai), January 2005, 
• The global village Festival (Dubai), January 2005, 
• Milan exhibition, February 2005, 
• Berlin exhibition, March 2005, 
• Moscow International exhibition (MITT), March 2005, 
• The exhibition of the Arabic Traveling Market (Dubai), May 2005, 
• A tourist activity in Namsa ,June 2005 
(ii) The tourist publications: 
• Publishing of 45000 copies of brochures in several languages, such as 
French, German, Italian, Russian and English, 
• The publishing of the Yemen Al-Manqoush book (2000 copies), 
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• Funding the publications of Marib antiquities guide (2000 copies) in 
German Language, 
• Publishing of the guide of tourism festival in Ibb. 
(iii) The Press Campaigns: 
The Yemen Tourism Promotion Board (YTPB) hosted many of the 
journalists and mass media staff from generating markets and countries such as 
France, the Gulf, Italy, Spain, Germany. As a result of these visits many 
articles and press reports were written and tourist films were made. Activities 
have reflected a positive image of Yemen. Among these press campaigns are: 
• Abu Dhabi Channel, February 2005, 
• French Voyage Chaimel, March 2005, 
• Journalists from Bahrain, June 2005, 
(iv) Other activities: 
• Releasing of the website of Yemen Tourism Promotion Board in English 
and Arabic (www.yementourism.com), 
• Contracting with the French public relations company for tourist promotion 
for Yemen in the French market. 
> Major promotional activities undertaken within the country (2005-06) 
• Major activities took place in Sana'a, the Arab Cultural Capital in 2004. 
The major activities that took place in Sana'a represented a major 
promotional occasion for Yemen. Thousands of articles and newspapers 
reportages about Yemen and its cultural and tourism heritage were written. 
• Declaration of 2006 as year for tourism in Yemen: 
This declaration contributed a big deal in enhancing tourism awareness and 
supporting the tourism promotion process by means of inaugurating many 
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tourism activities. Among these tourist activities were different festivals which 
took place in many Yemeni cities. Some of these festivals are: 
1. Sana'a Summer festival, July 2006, 
2. Al-Baldha festival, Hadhamout 2006, 
3. Ibb Tourism festival, 2006, 
4. Qamaw second festival for tourism and Heritage, Al-Jauf, December 
2006, 
5. Autumn festival, Hauf, Almahrah, 
6. Festival of dates Harvest, Camels and horses race, Al-Husainiyah-Hodeidah 
Govemorate (annually), 
7. Al-Saharij International festival, Aden, (Aden tanks international festival). 
Some of these festivals and activities are traditional, held every year for the 
sake of promoting tourist products in general and the domestic tourism in 
particular. 
On the other hand, (Annual plan 2007, Ministry of Tourism, Government 
of Yemen) has declared many objectives for the tourism development. One of 
the important objectives is "A widespread in tourism promotion in the 
international Tourism markets, exhibitions and conferences". 
As stated in this plan this objective can be done through the following 
actions: 
1. The continuous tourism advertisement through all media, nationally and 
internationally form January to December, 
2. The participation in tourism exhibitions and fairs nationally and 
internationally, 
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3. Asking for assistance from international cooperation in the field of tourism 
promotion, 
4. Finding out agents in the main tourism markets, 
5. Producing the tourism maps of the Republic of Yemen along with its 7 
main Govemorates. 
Moreover, the Yemen Tourism Promotion Board (YTPB) has its own plan 
for promoting tourism during the year 2007. (As shown in appendix - D) In this 
sense, one also finds that Yemenia Airlines plays an essential role in promoting 
the Yemeni tourism products through displaying photos and tourism sites. It 
also presents tourism, cultural and historical information. In addition, Yemenia 
Airlines participates in many international tourism exhibitions. At the national 
level Yemenia Airlines provides internal tourism programs for different periods 
to many places in Yemen at low fares. 
In respect to Human Resource Development Programs in tourism, it can be 
said that there is a shortage. Yet there are only two institutes which offer a two 
years course in Hotels and Tourism Managements, one in Aden and the other in 
Sana'a. 
According to (Ahmed, S. 2007: 41-42), the total of internal Training 
Programs which had been done for enhancing the abilities and skills of 
Employees in the public tourism sector were 13 programs for 76 participants, 
during the period 2001-06. The external programs were 14 for the 48 
participants during the period 2004-07. The private sector conducted 9 
programs for 246 participants at the internal level for the period 2005-06. 
In brief, it can be argued that both India and Yemen are making hard 
efforts in the field of tourism promotion. However, we find that the Indian 
experience is older and more based, especially with regard to the international 
tourism promotion, due to the prominent role of the overseas offices and its 
strategic position in the tourism generating markets. 
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RESEARCH DESIGN AND METHODLOGY 
4.0 Introduction 
The present study is basically exploratory in nature. But it is descriptive 
as well. (Creswell, J. 2004) states that an exploratory research is suitable when 
the research problem is difficult to delimit and it is not well-known. The 
objective is to collect as much information as possible concerning the problem. 
(Greenfield, T. 1996) opines that when a detailed and accurate picture of a 
phenomenon is required to generate a hypothesis to pinpoint the need for 
improvement, descriptive research is useful. He also adds that it can only 
describe the "who, what, when, where, and how" of a situation, and not what 
caused it. He further says that descriptive research allows that contents are 
analyzed to determine what others may be doing or in an effort to develop a 
better framework. 
Based upon the theories above we have concluded that in this research 
the research problem has both exploratory and descriptive characteristics. (Yin, 
R. 2003) states that a researcher can sometimes combine and use two research 
methods. One of the objectives of this research is to seek ways on how to 
improve awareness of tourism in India and Yemen worldwide. Consequently, 
we intend to pinpoint areas of improvement in the promotion practice. 
Therefore, the above reasons are suitable for use in the descriptive research 
method. Exploratory research method will be used because our secondary 
sources of data are literature and primary data sources are questionnaires with 
selected respondents. As a result both descriptive and exploratory methods 
have been used in this study. The overall design of this chapter follows the 
steps of an introduction, literature review, motivation for the research, 
statement of the problem, setting objectives, developing hypothesis and 
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specifying the methodology adopted. The steps have been displayed in figure 
(4.1). 
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4.1 Review of literature: 
As far as tourism literature is concerned, the majority of the tourism 
texts are a product of the 1980s and 1990s. Most of them have been written 
from the developed world prospective and very few written from Asia or less 
developed world prospective. An examination of these studies indicates that 
Tourism Promotion is a topic frequently cited in relation to its role as a vehicle 
of the awareness expansion of tourist attractions of a country. Yet these tourism 
studies do not have consideration on the analysis of promotion strategies for 
tourism. On the other hand, the studies on tourism promotion directly discuss 
the components/elements of promotion and the promotional strategies are 
rarely mentioned in these studies. 
Thus, at micro level both tourism and promotion studies fail to provide 
an explicit framework in which to assess the promotion strategies for tourism. 
As the present study is cross-national in nature, a comprehensive literature 
survey has been carried out and during this process the researcher has come 
across a large number of studies. Nevertheless, there is little work which 
directly focuses on the Indian or Yemeni tourism promotion. Furthermore, 
these are more as travel guides, travelogues or reports and have less academic 
relevance. (In respect to Yemen the researcher was unable to find relevant 
academic work). Thus, the literature review with regard to the present study 
reveals that except for a very few books and scanty articles in newspapers and 
journals or magazines, etc, very little work has been done, both at the 
organizational as well as academic levels. A review of these studies is given in 
the foregoing paragraphs. 
( Page, S. 2007), in his book entitled. Tourism Management-Managing 
for Change primarily examines the governmental tourism strategies and 
stresses that to guide the multitude of public sector agencies and stake holders 
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involved in tourism, government departments will often embody many of the 
policy objectives in a strategy document. This strategy document identifies 
what the government wishes to achieve in broad terms in tourism, and 
identifies objectives and action points for other agencies. On the other hand, he 
highlights the public sector marketing of tourism. He says that the majority of 
national tourist organizations is not producers or operators in a tourism context, 
but seeks to influence the images that visitors and potential visitors may hold of 
the country or region. He further opines that most national tourist organizations 
are engaged in destination promotion, usually aimed at the international 
market. 
(Kotler, P. 2005), in his book entitled. Marketing for Hospitality and 
Tourism opines that advertising and promotion strategies should be established 
by people within the company responsible for these strategies, such as the 
director of advertising, the sales manager, or the marketing manager. He also 
mentions that each promotion (advertising, personal selling, sales promotion, 
and public relations) has unique characteristics and costs. The Marketer, as he 
states, must understand these characteristics to select their tools correctly. On 
the other hand, companies must consider many factors when developing their 
promotion-mix, such as the type of product and market, push versus pull 
strategy, buyer readiness state, and product life-cycle stage. 
(Anil Kumar, K. & M. Minimol 2005), in the book entitled. Tourism 
and Sustainable Economic Development- Global Perspectives, primarily 
examine the role played by Indian Tourism Development Corporation (ITDC) 
in Indian tourism development since its establishment. It acts, they say, as a 
catalyst in the growth of Tourism in India. Tourism infrastructure and 
promotion are the main areas on which ITDC has been focusing. They mention 
that ITDC is concentrating heavily on tourism promotion and marketing. Help 
the Indian Tourism also has an important role. The three prolonged business 
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Strategies of ITDC, namely to achieve market leadership in each market 
location and segment, accelerate the tempo of its activities and maximize 
foreign exchange earning, are really stimulating the growth and development 
of tourism in India. 
(Belch, G., & M. Belch, 2004), in their book entitled, Advertising and 
Promotion: An Integrated Marketing Communications perspective, point out 
that in developmg an integrated marketing communications strategy, a 
company combines the promotional-mix elements, balancing the strength and 
weakness of each, to produce an effective promotional campaign. They also 
remark that promotional management mvolves coordinating the promotional-
mix elements to develop a controlled, integrated program of effective 
marketing communications. They flirther examine the promotional program 
situation in both an internal and an external analysis. 
(Sharma, S. 2004), in his book entitled, Tourism Education: Principles, 
Theories and Practices, says that tourism promotion is one of the elements of 
marketing mix and an important tool for marketing. He further points out that 
the basic function of all tourist promotion activities is to have an effective 
communication with the consumer. On other hand, he stresses the point that the 
customer should be aware of the existence of a tourist product and this 
awareness can be brought about in the minds of the consumers in the market 
areas through some of the easily identifiable methods, such as advertising, sales 
support and public relations. He summarizes this in the following words: 
Successful marketing in tourism can not rely only on a 
product of the right kind, on a market-related pricing 
policy and on a reliable and effective distribution 
network. Systematic communication with actual and 
potential customers and with trade intermediaries, the 
bridge of the gap between the producers on the one 
hand and the consumer on the other, is also needed. 
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(Bhatia, A. 2004), in his book entitled, International Tourism 
Management^ examines the term 'Promotion' and its function. Basically, he 
mentions that the term 'Promotion' is interpreted to refer to informing, 
persuading, encouraging or more specifically influencing the potential 
customers and trade intermediaries like travel agents, tour operators, 
reservation services. In other words, promotion is creating awareness among 
the potential customer about the product. He further adds that systematic 
communication both with the actual as well as potential customers as also with 
trade intermediaries and opinion leaders is very essential with a view to bridge 
the gap between the producers of services on the one hand and the customer on 
the other. 
(Suresh, K. 2004), in the book entitled. Travel and Tourism- An 
Introduction examines the dynamic role of the tourism sector in India and 
mentions that an interesting marketing and promotion tool for destination 
marketers has been the presentation of virtual tours. Many leading travel and 
tourism websites carry attractive banner advertising, which leads to a virtual 
trip. He further says that on the promotional front, a booming tourism market 
has meant a steady increase in the advertising and marketing expenditures of 
different players. Innovations are also constantly being worked out. A niche in 
business publications is also being roped in for promotions. 
(Al-Sulwi, A. 2004), in his book entitled. Tourism in Yemen- Present 
Aspects and Prospective Vision comments that promotion and publicity are 
considered a big national responsibility which must be undertaken by various 
Yemeni Organizations. He further says there are serious efforts that have been 
made for promoting tourism especially by the private sector and the Yemenia 
Airlines. However, he maintains that in spite of all these, still Yemen tourism 
promotion and publicity are below the desirable level. He projects many 
157 
CHAPTER FOUR: RESEARCH DESIGN AND METHODOLOGY 
recommendations and suggestions to enhance the effectiveness of tourism 
marketing and promotion worldwide. 
(Raina, A. & S. Agarwai 2004), in their book entitled, The Essence of 
Tourism Development: Dynamics, Philosophy and Strategies, comment that the 
strategy of the tourism marketing should be based on a comprehensive review 
of the tourism forecasting literature. They also examine tourism marketing in 
India; they opine that the main measure that should be adopted for it is to 
formulate a scientific plan so that anti-poverty and area development 
programmes for backward areas are integrated with tourism development 
programmes. They further say that for an effective development of this sector it 
is essential that tourism-marketing strategies should be more dynamic 
especially in terms of speed, innovation and imagination. The new image of 
India, according to them, is essential and hence shall be projected by means of 
promotional measures for the growth of tourism. 
(Motiram, 2003), in his book entitled, International Tourism- Socio-
Economic Perspective, comments that advertising and publicity have received 
more emphasis so as to reach the target group rapidly and widely. For this, as 
he says, various slogans and advertisements campaigning are being used via 
different media in all overseas markets. He mentions that the Thailand 
Government declared 1987 as "visit Thailand year" as a market exercise. 
Similarly, he says, using advertising slogan of "Discover Treasure of kingdom" 
was created in 1993 to persuade foreigners to visit Thailand where there are 
plenty of natural resources, beauty, tourist destinations for nature and 
adventure, etc. 
(Ashraf, S. 2003), in his book entitled, Strategic Tourism Management 
projects that through promotion, a business, organization, or association 
communicates with customers, employees, management, the competition, and 
various publics. Promotion as he opines involves furthering the sale of services 
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or products through tools such as advertising or personal selling. He further 
stresses that the primary target for promotion is the potential customer and in 
tourism, this customer could be the tourist or an intermediate that sells directly 
to the tourist- such as travel agent or tour operator. 
(Gunn, C. & T. Var 2002), in their book entitled. Tourism Plaming-
Basics, Concepts, Cases, opine that tourism promotion is the major policy and 
program activity of many nations, provinces, states, governmental 
developments, and businesses. Promotion for tourism as they say, usually 
encompasses four activities: advertising (paid), publicity (unpaid), public 
relations, and incentives (gifts, discounts). They point out that what is of great 
aid in promoting tourism is the recent explosion in the use of the internet and e-
business (electronic business). 
(Borein, F., et al. 2002), in their book entitled. Career Award-Travel 
and Tourism- Standard Level, comment that the word 'promotion' is often 
wrongly used synonymously with the term 'advertising'. Advertising is just 
one form of promotion, from a wide field of other promotional activities. 
However, the power of advertisements must not be underestimated, 
especially given the extensive range of media now used in advertising-
television, radio, Internet, billboard posters, leaflets, flyers, magazines and 
newspapers to name but a few. Generally any publicity materials produced by 
or on behalf of an organization will act as a form of promotion, which is 
invaluable to an industry as diverse as travel and tourism. They fiulher opine 
that promotional activities, such as offering free items as part of the package 
(e.g. commission free currency with a holiday booking), often stimulate interest 
in a product. Some organizations use interactive media to stimulate interest and 
desire, including the Internet and promotional videos, emphasizing the positive 
points of product, facility or a service from a biased standpoint. 
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(Negi, J. 2002), in his book entitled, Marketing and Sales Strategies for 
Hotels and Travel Trade, opines that tourism and hotel marketing call for 
developing a good tourist product, pricing it attractively, and making it 
accessible to target tourists/guests. He further says that hotel companies must 
effectively communicate with their present guests and potential tourists. 
In modem times, Negi remarks, there is a complex marketing 
communications system. The hotel communicates with its agents, guests, and 
the concerned public. The agencies communicate with their tourists and various 
people. Tourists/guests are engaged in word-of-mouth communication with the 
other tourists and the public. On the other hand, he opines that travel marketing 
is a major responsibility of a travel agency. Marketing requires that all 
decisions reflect the marketing orientation and the special needs of the 
Traveling Consumers. 
(Dibb, S. et al. 2001), in their book entitled. Marketing: Concepts and 
Strategies point out that in tourism marketing it is vital that there should be 
more focus on promotion, whereas the role that is played in product is one of 
support. However, influencing and encouraging the promotion of a destination 
should be under control; development and communication of the most effective 
message should take the into consideration segmentation differences of existing 
and potential customers. 
They further mention that the tools in a promotional mix include 
advertising, direct marketing, sales promotion, public relations and publicity, 
personal selling and sponsorship. Typically, an organization will use a 
combination of these strategies, and indeed, one promotional strategy may be 
used to support another promotional event. 
(Batra, G., & R. Dangwal 2001), in their book entitled, Tourism 
Promotion and Development, assess the Indian marketing and promotional 
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efforts in marketing tourism. They comment that the marketing and 
promotional efforts in marketing tourism are not aggressive. In this sense the 
Department of Tourism and foreign offices are unable to counter the adverse 
propaganda of the USA and Western Europe (one main market) and are 
unsuccessful to project an amicable image of the country. They add that the 
tourist flow, both foreign and domestic, has not been as much as one would 
expect. They also state that India is still non-existent on the world map of travel 
and tourism. It has a meager share of 0.4 percent of the world tourist 
movement. On the other hand, they mention that more efforts have been 
plaimed in the area of publicity and promotions through overseas tourist 
offices; overseas new schemes have been launched for the promotion of 
adventure tourism including duty reduction in the import of specialized 
equipment, new areas of special interest like conventions and incentives are 
being promoted. 
(Osborne, P. 2000), in his book entitled, Traveling Height; 
Photography, Travel and Visual Culture, comments that place promotion 
presents the world as an image, inviting the viewer to become an imaginary 
traveler to an imagined place. He further says that in place promotion we see 
the mediation of visitor-place relationships and reflections of travelers, 
perceptions of others across space and time-just as in travel photography. The 
photograph's ability to induce reveries and metaphor also applies to place 
promotion and the reveries of tourists are likely to be the reveries determined 
by tourism and its imagery the freedom to dream is the freedom to dream in 
terms of tourism. 
(Fill, C. 1999), in his book entitled, Marketing Communications, 
comments that marketing communications is a management process through 
which an organization enters into a dialogue with its various audiences. To 
accomplish this, the organization develops, presents and evaluates a series of 
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messages to identified stakeholder groups. The objective of this process is to 
reposition the organization and/or its offerings in the mind of each member of 
the target audience. 
(Singh, R. 1998), in his book entitled. Infrastructure of Tourism in 
India, examines the factors in working out a tourism marketing policy. These 
factors, according to him are: 
• Determining prices, 
• Distribution sector, 
• Sales persormel, and 
• Advertising and sales promotion. 
In respect to advertising he opines that there is a need for coordination 
of advertising, promotional activities and commercial activities at various 
levels. He further says that the choice of the subject matter and of media and 
the size of advertising budgets will vary according to the characteristics of the 
product and the tourist image which the national tourist offices of the tourist 
enterprise wish to project. 
(Sarkar, A. & P. Dhar 1998), in their book entitled, Indian Tourism-Economic 
Planning and Strategies, opine that tourism promotion is not only concerned 
with the demand side by bringing more and more tourists to the country, but 
also responsible for creating the supply of necessary tourist facilities. The 
success of this promotion campaign as they comment depends upon various 
activities to guide and help the foreign tourist as well as ensure adequate 
provisions of the required facilities or tourist infrastructure. These facilities are: 
(i) Facilities of custom-formalities, 
(ii) Accommodation, including food, entertainment, etc. 
(iii) Transport, 
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(iv) Shopping, and 
(v) Other necessary facilities sought by foreign tourists. All these activities 
call for a co-coordinated programme of tourist promotion and management at 
central level. On the other hand, they opine that tourism promotion calls for 
current financing of the media employed. They further mention that a large part 
of the budget of most tourism organizations is consumed in financing these 
media. 
(Smgh, P. 1998), in his book entitled, Fifty Years of Indian Tourism, 
points out that the travel trade became relevant not only for advertising, which 
continued to feature in important trade publications worldwide, but also for 
determining the specific message in this choice of publications. 
Thus, what Singh says was done not only overseas but also in India and 
senior members of travel industry, including members the PATA India chapter, 
have been invited over regular briefings when the overseas tourist offices 
gathered in New Delhi as part of a meaningful dialogue and debate on how best 
to project India's image. 
He further says that promotions have also been initiated as a major 
strategic development with major tour operators overseas, and with Indian 
agents. On the other hand, he mentions that Indian overseas tourist offices 
outlined the various steps taken to promote the Indian tourism product. 
However, there is a tremendous need for interaction among them in order to 
know what the other is doing in the field of creative inputs, overall marketing 
strategy, and to see how best their creative inputs can be shared. 
(Singh, R. 1996), in his book entitled, Dynamics of Modern Tourism, 
opines that advertising the powerful instrument of modem marketing has only 
recently come to be used extensively for the promotion of tourism. This is a far 
cry from the era when colorful folders and posters were the only apparent form 
163 
CHAPTER FOUR: RESEARCH DESIGN AND METHODOLOGY 
of travel promotion. He also says that in the field of tourism advertising is 
mainly used to create initial awareness and interest in the tourist service or 
destination to be promoted and it motivates potential tourists to make further 
enquiries about costs, bookings, facilities, etc. He further stresses the role of 
media planners in creating what is known as the media mix consisting of 
various types of mix comprising various types of media. 
(Negi, J. 1996), in his book entitled, Tourism and Travel-Concepts and 
Principles, primarily examines the promotion of home Tourism and mentions 
that in India, no serious efforts have been made to encourage internal tourism. 
Whatever little has been done towards organizing tour parties from one part to 
another is mostly in an unplanned way. He further opines that it is time 
something tangible was done to give home tourism a lookup. He also 
comments that it has tremendous possibilities and all that is needed is to find an 
acceptable recipe. 
(Seth, P. 1995), in his book entitled. Successful Tourism Management, 
opines that tourism promotion comprises creation and distribution of the 
message of the tourist product. He further points out that an organization or a 
tourist enterprise was to disseminate information on the tourist attractions of 
destination or the services available to people who sought this information. 
Today's promotion seeking market for the product is therefore market-oriented. 
On the other hand, he highlights tourism promotion paradoxes when he 
says that the complexity of tourism promotion can be baffling. There are 
countries doing well with little or no promotion, while there are destinations 
not doing very well despite active marketing, promotion and a battalion of staff 
at home and overseas. 
He also stresses that a certain amount of international travel will always 
exist with or without promotion. Businessmen will continue to travel for 
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business interest, and government officials and diplomats will keep moving on 
official work. The role of a successful National Tourism Organization (NTO) 
as he opines, is to persuade these people to extend their stay in the country and 
to travel to areas where they have no business or work. 
(Jha, S. 1995) in his book entitled, Tourism Marketing, brings out, on 
the one hand, the importance and role of promotional strategies as a tool to 
simplify the task of informing, persuading, motivating and influencing the 
buying decisions of the potential tourists; and on the other hand, he mentions 
that promotion mix plays a crucial role as the tourism products have salient 
features. Thus, the formulation of promotion mix is an important aspect of the 
promotion decisions. He also opines that promotion is related to the activities 
of marketers in communicating both the members of the product-target market 
and the middlemen. 
(Christopher, H. 1992), in his book entitled. Marketing for Tourism, 
mentions that the personnel who attend to the product, hotel waiters, porters, 
hotel cleaners. Coach drivers or airline cabin crew, all of them play a vital role 
in ensuring that the tourism products satisfy the tourists. In this context, he 
opines two types of skills are required for sales force, i.e., personal skill and 
social skill. Such skills are considered important as the sales force are required 
to be helpful and patient and above all, they should appear friendly and behave 
properly. 
(Holloway & Plant 1989), in their book entitled. Marketing of Tourism, 
point out the functions of personal selling as persuasion to purchase under four 
headings: persuasion to purchase additional goods and service during service 
deliver process, business to business purchase, big value purchase, motivating 
purchases through distribution chaimels. 
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(Coltman, M. 1989), in his book entitled, Tourism Marketing, says that 
marketing strategy is defined as the process of managing the marketing of 
tourist supplier business. He further opines that the strategy relies heavily on 
demographic research to develop a product that can be differentiated from its 
competitors. The difference must be recognizable by potential customers and 
be meaningful to them. On the other hand, he mentions that selection of target 
markets makes it much easier to determine appropriate promotion media for 
reaching them. 
(Schmoll, G. 1977), in his book entitled. Tourism Promotion primarily 
stresses the importance of clearly defined promotion objectives which are 
derived from the overall marketing goals and are integrated with the other 
marketing instruments. He further opines considering promotion in the context 
of the two other marketing instruments- product and price, distribution and 
sales: 
1. Promotion is a supporting marketing instrument; i.e., decisions about when, 
how and where to promote can be made only after the other elements of the 
marketing mix have been determined and specified, at least in general outline. 
2. Promotion integrates and connects the different marketing mix elements 
into a coherent entity. Thus, it is a source of "marketing strategy". 
(Wahab, S. et al. 1976), in their book entitled, Tourism Marketing, 
comment that in any universe of potential buyers, a certain percentage knows 
of the existence of products but a smaller percentage has fried it, and even a 
smaller percentage has fried it and approved of it. They fiirther illustrate it in an 
example, when they suppose the universe of potential buyers amount of 
100,000 people (A) that is all possible buyers; then those who know of the 
product (B); those who have tired it (C) and those who approve of it (D). They 
give percentage for each category as follows: 
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(A) 100% of all possible buyers '(B) 70% '(C) 55% and '(D) 40%. They 
mention that the aim of publicity and promotion policy to ensure that the 
proportion of B to A is as high as possible; that the proportion of C to B is also 
as high as possible; and it is part of the responsibility of promotion and 
publicity to contribute towards the heightening of satisfaction. 
(Kumar, P. 2007), in his article entitled, "Ministry of Tourism to take up 
Marketing of 15 Rural Tourism Projects," says that initially, 15 destinations 
spread over different states of India were identified and helped aids to create 
adequate infrastructure for sustainable tourism in the countryside. The 15 
destinations, he comments, identified as part of the initiative initially are almost 
ready in the sense that these rural sites can offer all the facilities that can make 
a tourist feel at home and comfortable. He mentions that as part of organized 
marketing of these destinations, the Ministry of Tourism has started 
documenting the different aspects of these sites through brochures, cards, and 
also through upgradation of the website, www.exploreindia.org. The ministry 
also conducts rural tourism festivals in different parts of India. 
(Al-Basri, F. 2007), in his article entitled, "The Right Direction towards 
the National Tourism Strategy", lays down three important phases of tourism 
development in Yemen. The third phase is concerned with the factor of media 
and tourism promotion. He mentions that there should be established a well-
qualified media system with required conditions and within the context of 
tourism media. 
This media system will be a substitute to the executive management of 
the Yemen Tourism Promotion Board. This media system newly established 
approves the media means that are executed by this new system in the context 
of tourism and investment attraction. Furthermore, the new media system will 
be able to stop all the antagonist media for Yemen in general and for tourism in 
particular. 
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(Murugam, A. 2005), in his paper entitled, "Challenges and Changes 
in Indian Tourism," primarily examines the challenges and change of tourism 
in India, and mentions that there are steps had been taken to face such 
challenges and changes. Regarding marketing as one of these steps, he 
mentions that a new marketing campaign "Incredible India" which positions 
India as an up market destination has been laimched. He also projects many 
ideal strategies and suggestions for improvements, in respect of the promotion 
of Indian tourism, say; a political environment conductive to social peace is a 
vital component of Tourism Promotion. Overseas marketing as he comments is 
another area which needs to be addressed on an urgent basis. 
(Sheldon & Mak, 1987; Enoch, 1996; Andereck & Caldwell, 1993; Lai 
& Graef, 2000) in their papers suggested that people are more willing to take a 
package tour for their first-time international pleasure travel, and normally 
place a higher value on word-of-mouth communication that more experienced 
travelers repeat. 
(Ganesan. G. & C Rao 2000), in their paper entitled, "Visit India as a 
Tourism Brand," mention that India has been doing wonderful jobs to attract 
foreign tourists in several ways. They further say that India has received 
international recognition during the year 2004. A leading International Travel 
Magazine of the UK, "Conde Nast Traveler," in its readers awards rated India 
among the top ten preferred destinations of the world for the discerning traveler 
and its editor further stated in the magazine that India's results are very 
encouraging, exciting and show the country's increasing popularity amongst 
the sophisticated travelers. It also reflects very positively on the individuals 
involved in promoting India as a premium tourist destination. 
(Abu-Taleb, M. 2000), in his paper entitled, "Role of Yemen Tourism 
Promotion Board in Tourist Demand Augmentation," examines the role of 
Yemen Tourism Promotion Board (YTPB) in promoting tourism in Yemen and 
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the obstacles that faced by the tourism promotion in Yemen. He remarks that 
there are many barriers such as unavailable specialized marketing programme, 
financial aspects and available strategic plan for tourism marketing and 
promotion. However, he says the big problem facing tourism promotion is the 
frequency of kidnapping of the foreign tourists. 
(Al-Shypani, A. A. 2003), in his paper entitled "Role of Promotion & 
Announcement in Tourism Activation", highlights tourism promotion in 
Republic of Yemen & stresses that tourism promotion is a common national 
responsibility of many parties. This means that tourism development is not 
confined to the Government Tourism Management and its different activities. 
In other words, other concerned parties in the public and private sectors should 
also take part in the process of developing tourism sector, as well as the 
citizens of different positions and ages. He lays down the following points for 
highlighting the level of tourism promotion such as: 
(1) Adopting the principle of integrated planning and marketing based on 
scientific grounds, 
(2) Expanding the process of marketing and advertising in new markets and 
focusing on active tourism, 
(3) Deepening the concept of tourism and providing awareness programme by 
all means of media, 
(4) Focusing on training and qualifying working staff of the tourism 
organizations, 
(5) Encouraging tourism investments and projects. 
(Capriban, V., & K. Shivakumar 2002), in their paper entitled, 
"Redefining Tourism Marketing Strategies" primarily examined the role of 
government post-September 11 attack. They mention that the post-September 
11 attack on the world Trade Tower has had its impact on the tourism industry. 
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September 2001 witnessed a decline in inbound tourists into India by 10% and 
October was as much as 28.8%. A characteristic of tourism being a highly 
sensitive industry becomes more relevant in turbulent times. Governments as 
they say have responded to the tourism slowdown in a variety of ways, 
including subsidies, tax breaks, and shifts in marketing strategies and increased 
advertising. Indian tourism has, however, faced a decline in arrivals and also 
the market share. 
Tourists became more cost conscious, the source markets became more 
prices sensitive, but India, as they comment, did not respond. They further 
opine that proposed short-term strategies, and then bring about some specific 
long-term strategies on how to market tourism should adopt. 
(Dutta, A. et al. 2007), in their paper entitled, "Brand Positioning of India 
as a Tourist Destination: A Case-based Analysis," highlight India in the map of 
world tourism, they mention that India as a tourist destination offers too many 
things to too many prospective foreign customers. If we simply look at the 
websites of the different tourism department of different states or even just 
incrediblelndia.org., then, we shall find that there is much offering which may 
be confusing too. The official tourism website of the Government of India has 
launched the incredible India campaign, which describes the Indian tourism 
destination geographically using the tour directions; i.e. areas of tourist interest 
in the North, east, west and south, enumerating and discussing with pictures of 
the locations. On the other hand, they stress that promotional campaigns should 
be done systematically. They further opine that it is high time that India should 
make a clear brand image and propagate to its prospective foreign customers. 
(Dutta, D. & K. Mandal 2006), in their paper entitled, "Redefining 
Tourism Marketing: A research on Customer and some Stakeholders engaged 
in Tourism Marketing based on West Bengal" mention that Scanning of Indian 
tourism marketing environment gives a feedback that it is essentially oriented 
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towards production orientation of marketing, which may lead to lack of 
understanding of customer need, want and demand. For example, development 
of tourist sites such as the creation of accommodation at tourist site and other 
facilities by 1'' level stakeholders and promoting it through the vehicle of 
subjective preference may not be called marketing, as it is not surely called 
customer-centric. Second level marketers are of two types. One is big corporate 
sectors and the other is small scale entrepreneur. Both the groups are promoting 
some of the destinations. As well as they are marketing their services in their 
own ways. They believe that the lack in marketing research is the problem of 
understanding of customer need, wants and demand. 
(Al-Kamali, M. 2001), in his article entitled, "Tourism, an Industry and 
an Economic Booster," mentions that the media can play a pivotal role in 
promoting tourism awareness among the people and motivate the private sector 
to have an active role within the tourist industry. The huge technological 
progress of telecommunication has provided us with a window of opportunities 
to diversified media campaigns for the targeting of the tourist market. He 
comments that through these campaigns the Arab awareness will be created 
about tourism in Yemen. 
(Malik, G. 2004), in his work entitled, "Role of Indian Railways in the 
promotion of Tourism: A Case Study of Palace on Wheels" stresses that India 
is a high-potential tourist destination with diversity in culture, history, 
traditions, languages, climate physiography, etc., and Indian Railways cuts 
across all these barriers and reaches out to every nook and comer of the 
country. The advantage of railway in India as he opines, lies not only in its vast 
reach, but it also has the potential to be promoted as an attraction in itself 
He further says that railway's enormous heritage in the form of old royal 
saloons, steam engines, colonial railway buildings, tunnels and ghats and rail 
museum, etc., bears an immense nostalgic appeal. 
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(Ahmed, M. 2002), in his work entitled, "Tourism Development in 
Agra- A Critical Analysis of Marketing Strategies", discusses the need of 
marketing strategies in tourism and mentions that since tourism industry is a 
service industry, marketing strategies play a vital role in this section. He opines 
that there are two factors which are to be taken into consideration: 
(i) Basically, there is always an attraction which makes a particular place a 
tourist destination, e.g. Eiffel Tower of Paris, leaning Tower Pisa make France 
& Italy the tourist destinations. 
(ii)The services prevalent or available in that area to make an individual 
comfortable in that place. He further says keeping both of the above points into 
consideration, marketing of a particular destination should be done by applying 
proper strategies. He draws a comparison between the fame of Eiffel Tower in 
Paris (1889) and Taj Mahal (was built in 16''^  century) and mentions that due to 
marketing the Eiffel Tower came into limelight so much and till today it is also 
a fact that Taj Mahal has not witnessed as many visitor as Eiffel Tower has, 
though Taj Mahal is older than Eiffel Tower. Hence, as he remarks hat this 
example clearly discusses the need of marketing strategies for the promotion of 
Tourism. 
(Khan, P. 1987), in his work entitled, "Role of India Tourism 
Development Corporation (ITDC) in the Promotion of Tourism in India" 
opines that tourism in India has taken rapid strides since 1966, when India 
Tourism Development Corporation was set up. 
Tourist arrival went up from 1, 60,000 to 13, 04,976 in 1983, and foreign 
exchange earning was raised from Rs. 23 crores to Rs. 560 crores. This 
spectacular growth indicates that corporation's success as a catalyst in the 
tourist industry. What makes (ITDC) unique is the wide area of its operations 
in an industry that is generally known for its specialization. For instance, India 
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Tourism Development Corporation (I.T.D.C.) has developed transport with the 
same enthusiasm as its chain of hotels, providing assistance to tourism 
corporations by state governments. India Tourism Development Corporation 
(I.T.D.C.) has now reached a level of expertise that enables it to offer 
consultancy services to other countries as well. 
4.2 Motivation for the Researcli 
Almost all the studies which have been conducted so far on Indian and 
Yemeni tourism indicate that the promotional aspects of tourism in India and 
Yemen have largely been neglected and do not find a due position in these 
studies. Furthermore, these studies focus on different aspects of tourism in 
India and Yemen, such as history, growth, development, management, etc. 
Barring a few scanty articles and papers, none of these is specific in dealing 
with the promotional aspect of Indian or Yemeni tourism. Also the researcher 
has not come across any major academic or organizational level research done 
on this aspect of tourism in India and Yemen. 
Therefore, the limitation of existing studies on the one hand and recent 
limited attempts, both at organizational as well as academic levels to deal with 
the study of promotional strategies for tourism in both countries, on the other, 
have created an imminent need to conduct a comprehensive and well-designed 
study to compare and contrast the essential promotional strategies adopted in 
the field of tourism by the two countries - India and Yemen. The present study 
mainly focuses on similarities and dissimilarities in the tourism promotional 
strategies and attempts to establish their impact on the development of tourism 
in the two countries. 
4.3 Statement of the Research Problem 
India and Yemen are blessed with world-leading natural endowments. 
They have considerable untapped natural resources for tourism development. 
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They include abundant wildlife, rich cultural and heritage sites, abundant water 
resources and beauty. However, tourism attractions are very much under-
utilized for the purpose of tourism. On the other hand, the volume of visitors to 
the two countries (India & Yemen) is relatively low, so this indicates image 
problem. In addition to this, international tourism is a highly competitive 
market and India and Yemen, therefore, need to strengthen their market share, 
possibly by increasing awareness of their tourism products, positioning 
themselves as preferred tourism destinations in Asia by diversifying their 
markets and even launching new products that are of internationally acceptable 
standards. Based on the discussion above the main problem of this study lays 
in: "How can the Government Tourism Officials of tlie two countries under the study 
improve awareness and visibility of their tourism product and build-up positive image 
in international tourism markets?" 
4.4 Objectives of the study 
The present study has been undertaken to examine and evaluate the 
tourism promotional strategies (India & Yemen) and to study the performance 
of the Government Tourism Officials (GTO) in both countries in this regard. 
Precisely the whole study aims at the following objectives: 
1. To assess the overall performance of Tourism Management in India and 
Yemen towards tourism promotion, 
2. To examine tourism promotion practices being followed in India and 
Yemen, 
3. To seek ways on how to improve awareness of India and Yemen tourism in 
the tourism market worldwide, 
4. To present a comparison of India and Yemen tourism promotional strategies 
and find out the significant differences, if any. 
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5. To identify the problem areas, and finally to make suggestions in the light 
of findings of the study. 
4.5 Hypothesis of the study 
Keeping the above-mentioned objectives in mind, the researcher has 
formulated the following hypothesis for verification and confirmation. 
H.l There is no significant difference between the practice being followed by 
the Government Tourism Officials (GTO) of India and Yemen towards tourism 
promotion. 
H.2 There is a significant difference between the practice being followed by 
the Government Tourism Officials (GTO) of India and Yemen towards tourism 
promotion. 
4.6 Research Methodology 
The research methodology adopted follows the steps of Development of 
the Research Instrument, Sample Selection Procedure Data Sources, Data 
Collection, brief idea about Data Analysis Technique and Data Presentation 
and Discussion (which will be discussed in more detail in the following 
chapter). 
4.6.1 Development of the Research Instrument "Questionnaire" 
In order to accomplish the stated objectives of the study and the research 
hypothesis there was a need for a research instrument, then the researcher could 
analyze the strategies of the tourism management towards tourism promotion. 
The researcher made a survey of various studies in this area and did not find 
research instrument suitable for the purpose of this study. Since the formulation 
and implementation of tourism promotional strategies most often is a 
responsibility of the government tourism officials, therefore, the researcher had 
examined the viewpoints of those who are responsible either directly or 
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indirectly for promoting tourism. They were apprised of the objectives of the 
study. So as to encompass the different facets of tourism promotion, the 
questionnaire has been developed for the Government Tourism Officials in two 
languages, in English for Indian tourism officials and in Arabic language for 
Yemeni tourism officials. As it is difficult to administer the questionnaire on 
the entire goverrmient tourism officials of both countries, i.e., India and 
Yemen, it was decided to select two organizations each from both countries: 
Ministry of Tourism and Indian Tourism Development Corporation (ITDC) 
from India and Ministry of Tourism and Yemen Tourism Promotion Board 
(YTPB) from Yemen. 
4.6.2 Sample selection procedures 
4.6.2.1 Indian sample: 
As stated earlier, the main objective of the present study is to examine 
and evaluate the tourism promotional strategies and to study the performance 
of the Government Tourism Officials in both countries under the study towards 
tourism promotion. Therefore, tourism organizations in Delhi city were 
selected for choosing the sample elements. Those were the Ministry of Tourism 
and Indian Tourism Development Corporation (ITDC). Initially, it was 
decided to select 40 respondents from the two Indian tourism organizations 
which were selected in Delhi city. A non-random sampling method was used. 
Employees who work at tourism organizations (just mentioned) were selected 
as qualified respondents. Those who represent top management and middle 
level of tourism sector were chosen, i.e. the Minster, the Secretary, Joint 
Secretaries, the additional Directors General, the Advisor, Directors, etc. as 
they were considered independent enough to make decision about tourism. The 
specialized employees in tourism marketing and promotion from functional 
levels were also chosen as they are clearly engaged in promotional activities 
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related to tourism. The process was done in June, 2008. In June 19-20"', the 
researcher started the process of questionnaire distribution to the research 
sample in the Ministry of Tourism, then in the third day (i.e. June, 2 l" «& 22"), 
distributed it in the Indian Tourism Development Corporation (ITDC). The 
total number of the questionnaires that were distributed over there was 35 
questionnaires. The respondents were given five days for questionnaire 
collecting. To make sure that the distribution of the questionnaire would be 
fully done, the researcher first tried to get their phone/mobile numbers and 
emails as much as he could. Second, he contacted them and informed them of 
the objective of the study. Third, as the sample includes those who are 
important and have special status (i.e. The Minister, The Secretary, etc.), the 
researcher had to seek appointments to meet them and administrate the 
questionnaire to them. Of course, the job offices were the main place to 
distribute the questionnaire. In June, 26-27*, the researcher started collecting 
the questionnaires that had been distributed. The number of the returned 
questionnaires was 29 (with the percentage 82%). 
4.6.2.2 Yemeni sample: 
In respect to the Yemeni sample, the same procedure was followed for 
choosing the sample elements. Two tourism organizations in Sana'a City were 
selected (The Ministry of Tourism and Yemen Tourism Promotion Board). 
Initially, it was decided to select 40 respondents from the two Yemeni tourism 
organizations which were selected in Sana'a city. A non-random sampling 
method was also used. Employees who work at tourism organizations (just 
mentioned) were selected as qualified respondents. Those who represent top 
management and middle level of tourism sector were chosen, i.e., the Minster 
of Tourism, the Deputy Minister, the Assistant Minister, the Advisors, the 
General Managers, and chief executives as they were considered independent 
enough to make decision regarding tourism. The marketing, sales directors and 
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public relations officers from functional levels were also chosen. Their 
phone/mobile numbers and emails had been collected as much as the researcher 
could. They were informed about the research objectives. The process was 
done in April 2008 in the job offices of the respondents. In April, 2"**, the 
researcher started the questionnaire distribution in the Ministry of Tourism, and 
then in April, 6"^ , the questionnaires were returned. In April, M^ '^the researcher 
started questionnaires distribution in Yemen Tourism Promotion Board 
(YTPB) and in April, 19, the questionnaires were returned. The total number of 
the questionnaires that were distributed over there was 40 questionnaires, and 
the number of the returned was 38 questionnaires (with the percentage 95%). 
During the questionnaire distribution, the respondents were interviewed 
verbally in the Arabic language. The following table shows the number of the 
respondents from these organizations in both countries. 
Table 4.1 
Breakup of Sample Respondents from four Organizations in India and Yemen 
Sample 
India 
Yemen 
Organization 
Ministry of 
ITDC 
Ministry of 
Tourism 
YTPB 
Selected 
25 
15 
25 
15 
Contacted 
22 
12 
25 
15 
Final 
ResDonses 
20 
9 
25 
13 
Returned 
% 
90.90 
75 
100 
86.6 
4.6.3 Data sources 
To achieve the objectives of the study and to test the developed 
hypothesis, the data which constitute the raw material for our statistical 
analysis have been obtained from a number of sources. The data were collected 
by consulting organizations' documents and from the online available 
information. 
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In each organization, 40 employees were selected. The questionnaires 
administered (As given in appendices - E & F) 
4.6.3.1 Secondary Data 
(Kothari, C. 2001) opines, secondary data are the data that are already 
available, i.e., they refer to the data which have already been collected, sifted, 
tabulated and analyzed by someone else. 
Basically, the secondary data are used of its availability and low cost to 
retrieve it. However, when secondary data are seen as unsatisfactory, then 
primary data have to be collected. In this study it was decided to firstly 
undertake a review of the following Indian, Yemeni and Worldwide Websites 
www.enjoyindiana.com; www.exploreruralindia.org; www.incredibleindia.org; 
www.yemeninfo.org.ye; www.yementourism.com; www.gtda,gov.ye; 
www.world_tourism.org; www.unwto.org/index.php. 
Secondly, the secondary data have also been obtained from journals, 
research papers, articles, seminars, conference papers, and newspapers. The 
relevant information has also been obtained from books annual reports, 
directories and statistical yearbooks. 
4.6.3.2 Primary Data 
(Richmond, S. 1964) indicates that the primary data are refereed to these 
data which are compiled by the analyst or by his/her organization. In view of 
the exploratory nature of this study, it was decided that qualitative research was 
most appropriate. Therefore, a data specific questionnaire form was designed to 
obtain primary information. The sources of primary information were target 
groups (respondents) from top management and middle level as well as 
functional level in the government tourism organizations in both countries. 
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4.6.4 Data collection 
According to (Lumsdon, L. 1997), in term of methodology the main 
distinction lies between qualitative and quantitative techniques in tourism 
marketing. The aim of qualitative research is to elicit detailed material, such as 
attitudes. (Creswell, J. 2004), notes that much qualitative research is based on 
the belief that the people personally involved in a particular (leisure or tourism) 
situation are best placed to analyze and describe it in their own words. He 
further points out that qualitative research goes hand-in-hand with literature 
searches because the researcher first looks for major ideas in previously done 
studies as well as recycling original data several times to spot themes and 
patterns. Qualitative research refers to the collection and analysis of 
statistically verifiable data involving the diligent use of sampling techniques. 
In this study the quantitative and qualitative methods were used to 
collect relevant data from various fields. The quantitative components of the 
study include the collection of secondary data and survey questionnaires. While 
the secondary data collection concentrated on the compilation and analysis of 
existing statistical data and a wide range of sources from tourism development 
agencies, the survey component of the study was developed by questionnaires 
and administered on target groups, (respondents). Verbal interviews were also 
conducted with them. 
4.6.5. Data Analysis Technique 
The data-close-ended questions-will be coded and converted into 
electronic form and analyzed by using the computer software programs SPSS 
(Statistical Package for the Social Sciences) and Microsoft Excel, to conduct a 
simple descriptive analysis (e.g. frequency distribution, percentage, and 
standard deviations). More details about this program and the way of analysis 
will be discussed in the following chapter. The open-ended questions will be 
analyzed by using the descriptive way. 
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4.6.6 Data Presentation and Discussions 
The questionnaire was analyzed with the help of statistical tabulation method. 
(SPSS and Microsoft Word were used). A number of tables were prepared for all 
statements of the Indian respondents and an equal number of tables for the Yemeni 
respondents, and were discussed accordingly. Then these tables were compiled for the 
comparison purpose. Clearly, the tables will be shown in the next chapter. 
H^ 
CHAPTER FIVE 
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ANALYSIS, DISCUSSION AND INTERPRETATION OF THE DATA 
5.0 Introduction 
This chapter presents the analysis and findings of the data collected 
through the questionnaire. The data were analyzed by using Microsoft excel 
and the SPSS (Statistical Package for the Social Sciences), Version 12.0. Z-test 
and the frequencies of these data are presented in this chapter. The first section 
deals with the questionnaire analysis of the Indian respondents. The percentage 
of each item for each statement is discussed. The second section deals with the 
questionnaire analysis of the Yemeni respondents. The comparison of the 
analysis of both groups is also reported in the third section. 
5.1 Analysis of the questionnaires 
This section deals with the questionnaire administered to 28 respondents 
from the Ministry of Tourism, India. The percentage of each item for each 
statement is provided. Some implications of these results are also given 
briefly. 
5.1.1 The Indian respondents 
1- In your opinion, what is the current position of the Tourism Promotion of 
your country? 
Valid Fair 
Good 
Excellent 
Total 
Cumulative 
Frequency 
1 
19 
9 
29 
Percent 
34 
65 5 
310 
100 0 
Valid Percent 
34 
65 5 
310 
100 0 
Percent 
34 
69 0 
100 0 
The table above shows that 3.4 % of the respondents stated that the 
current position of the Tourism Promotion of India is fair. 65.5 % of them 
stated that it is good. 31.0 % of them sated that it is excellent. The percentage 
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shows that the respondents felt that the current position of tourism in India is in 
a good condition. 
2- How would you evaluate annual expenditure for Tourism promotional 
activities of your country? 
Valid Poor 
Fair 
Good 
Excellent 
Total 
Frequency 
2 
9 
15 
3 
29 
Percent 
69 
310 
517 
103 
1000 
Valid Percent 
69 
310 
51 7 
10 3 
100 0 
Cumulative 
Percent 
69 
37 9 
89 7 
100 0 
The table above shows that 3.4 % of the respondents stated that the 
annual expenditure for Tourism promotional activities of India is fair. 79.3 % 
of them stated that it is good. 17.2 % of them sated that it is excellent. The 
percentage shows that the respondents felt that the annual expenditure for 
Tourism promotional activities of India is in a good condition. 
3- How would you rate your country in terms of security-related issues affecting 
tourism? 
Valid Fair 
Good 
Excellent 
Total 
Frequency 
1 
23 
5 
29 
Percent 
34 
79 3 
172 
100 0 
Valid Perceni 
34 
79 3 
17 2 
100 0 
Cumulative 
Percent 
34 
82 8 
100 0 
The table above shows that 6.9 % of the respondents stated that the 
security-related issues affecting tourism in India is poor. 31.0 % of them stated 
that it is fair. 51.7 % of them sated that it is good and 10.3 % of them stated that 
it is excellent. The percentage shows that the respondents felt that the security 
related issues affecting tourism in India is in a good condition. 
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4- Is the tourism management able to articulate a clear promotion strategy for 
achieving its promotional objectives? 
Valid Yes 
No 
Total 
Frequency 
28 
1 
29 
Percent 
96 6 
34 
100 0 
Valid Percent 
96 6 
34 
100 0 
Cumulative 
Percent 
966 
100 0 
The table above shows that 96.6 % of them agreed that the tourism 
management was able to articulate a clear promotion strategy for achieving its 
promotional objectives. 3.4 % of them did not agree with this question. The 
percentage shows that the respondents felt that the tourism management is able 
to articulate a clear promotion strategy for achieving its promotional objectives. 
5- Does the tourism management evaluate its promotional efforts periodically? 
Valid Yes 
No 
Total 
Frequency 
27 
2 
29 
Percent 
931 
69 
100 0 
Valid Percent 
93 1 
69 
100 0 
Cumulative 
Percent 
93 1 
100 0 
The above table shows that 93.1 % of them agreed that the tourism 
management evaluates its promotional efforts periodically. 6.9 % of them did 
not agree with this question. The percentage shows that the respondents felt 
that the tourism management evaluates its promotional efforts periodically. 
6- Has the tourism promotion got a slogan that is agreed upon, used in all 
promotional campaigns and conveys an image that reflects the country 
positively? 
Valid Yes 
Frequency 
29 
Percent 
100 0 
Valid Percent 
100 0 
Cumulative 
Percent 
100 0 
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The table above shows that all of the respondents agreed that the tourism 
promotion has a slogan that is agreed upon, used in all promotional campaigns 
and it conveys an image that reflects the country positively. 
All the respondents tend to choose the existing slogan which is used in 
all promotional campaigns which is Incredible India. Only four had chosen 
""Atidhi Devo Bhar" which means welcome our guest (you are like a god in our 
home). 
7- Is the role of the tourism private sector dominant in promoting tourism in 
comparison to the tourism in the public sector in your country? 
Valid Yes 
No 
Total 
Frequency 
12 
17 
29 
Percent 
414 
58 6 
100 0 
Valid Percent 
414 
58 6 
100 0 
Cumulative 
Percent 
414 
100 0 
The table above shows that 41.4 % of them agreed that the role of the 
tourism private sector dominated in promoting tourism in comparison to the 
tourism in public sector in India. 58.6 % of them did not agree with this 
question. The percentage shows that the respondents felt that the role of the 
tourism private sector is not dominated in promoting tourism in comparison to 
the tourism in public sector in India. 
8- Does domestic tourism have a fair share of the promotional efforts? 
Valid Yes 
No 
Total 
Frequency 
26 
3 
29 
Percent 
89 7 
103 
100 0 
Valid Percent 
89 7 
10 3 
100 0 
Cumulative 
Percent 
89 7 
100 0 
The table above shows that 89.7 % of them agreed that domestic 
tourism has fair share of the promotional efforts. 10.3 % of them did not agree 
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with this question. The percentage shows that the respondents felt that domestic 
tourism has fair share of the promotional efforts in India. 
9- Are there any obstacles that are faced in the tourism promotional efforts? 
Valid Yes 
No 
Total 
Frequency 
24 
5 
29 
Percent 
82 8 
17 2 
100.0 
Valid Percent 
82.8 
17.2 
100.0 
Cumulative 
Percent 
82.8 
100.0 
Item 
a 
b 
c 
d 
e 
f 
Legislative 
Social/ cultural 
Technical 
Financial 
Safety 
Others 
Rank 
1 
2 
5 
4 
3 
6 
The table above shows that 82.8 % of the respondents agreed that there 
are many obstacles that are faced in the tourism promotional efforts. 17.2 % of 
them did not agree. The respondents- in their response to the second part of the 
question ranked these obstacles as follows: the first one is the legislative 
obstacles. The second one is cultural / social. The third one is safety. The 
fourth one is financial. The fifth one is technical, and the last one is others. 
10- Internet has established itself as a channel through which tourism 
organizations can promote their destinations and products, what is the 
given percentage in current strategy for promoting tourism in your country 
through the Internet? 
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Valid upto 25% 
25-50% 
50-75% 
more than 75% 
Total 
Frequency 
16 
4 
8 
1 
29 
Percent 
138 
55 2 
27 6 
34 
100 0 
Valid Percent 
13 8 
55 2 
27 6 
34 
100 0 
Cumulative 
Percent 
138 
69 0 
966 
100 0 
The table above shows that 13.8 % of the respondents felt that the 
current strategy for promoting tourism in India through the Internet is up to 
25%, while 55.2 % of the respondents feh that is between 25-50%. 27.6 % of 
them felt that it is between the levels of 50-75%. Only 3.4 % of them feh that it 
is more than 75%. 
11- In your opinion, the travel and trade fairs as activities for tourism promotion 
and marketing should be strengthened up to the level of: 
a) More than 10%, b) 10%, c) less than 10% 
Valid More than 10% 
10% 
Total 
Frequency 
21 
8 
29 
Percent 
72 4 
27 6 
100 0 
Valid Percent 
72 4 
27 6 
100 0 
Cumulative 
Percent 
72 4 
100 0 
The table above shows that 72.4 % of the respondents felt that the travel 
and trade fairs as activities for tourism promotion and marketing should be 
strengthened more than 10 %, while 27.6 % of the respondents felt that is 
should be at 10%. 
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12- The following are different types of Tourism, in your opinion whicli of 
them has gained prominence in current promotional strategy for tourism in 
your country? 
Item 
a 
b 
c 
d 
e 
f 
g 
h 
i 
J 
k 
Heritage tourism 
Rural tourism 
Adventure tourism 
Sport tourism 
Pilgrim tourism 
Medical tourism 
Cultural tourism 
Beach tourism 
Desert tourism 
Mountain tourism 
Eco-tourism 
Rank 
2 
3 
5 
6 
8 
7 
11 
10 
4 
9 
1 
The respondents- in their response to this question- ranked the types of 
tourism that have gained prominence in current promotional strategy for 
tourism in India as follows: the first one is the Eco-tourism. The second one is 
heritage tourism. The third one is rural tourism. The fourth one is desert 
tourism. The fifth one is adventure tourism. The sixth one is sport tourism. The 
seventh one is medical tourism. The eighth one is pilgrim tourism. The ninth 
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one is mountain tourism. The tenth one is beach tourism. The last one is 
cultural tourism. 
13- Kindly, rank the following concepts according to their space in the 
promotional brochure for tourism in your country. 
Item 
a 
b 
c 
d 
e 
Tourism services 
Recreational activities 
Cultural activities 
Historic sites 
Shopping opportunities 
Rank 
5 
3 
2 
1 
4 
The respondents- in their response to this question- ranked the concepts 
according to their space in the promotional brochure for tourism in India as 
follows: the first one is the historic sites. The second one is cultural activities. 
The third one is recreational activities. The fourth one is shopping 
opportunities. The last one is tourism services. 
14- Which of the following promotional tools are heavily used to promote a 
tourism product of your country? 
Item 
a 
b 
c 
d 
e 
Advertising 
Personal selling 
Sales promotion 
Public relations 
Publicity 
Rank 
1 
5 
3 
4 
2 
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The respondents- in their response to this question- ranked the 
promotional tools that are heavily used to promote a tourism product of India 
as follows: the first one is the advertising. The second one is publicity. The 
third one is sales promotion. The fourth one is public relation. The last one is 
personal selling. 
15- What is the potential market(s) that tourism promotional strategies intend to 
access? 
Item 
a 
b 
c 
d 
e 
Europe 
Asia 
Arabia 
The Americas 
Others 
Rank 
1 
3 
4 
2 
5 
The respondents- in their response to this question- ranked the potential 
market (s) that tourism promotional strategies intend to access as follows: the 
first one is Europe. The second one is the Americas. The third one is Asia. The 
fourth one is Arabia. The last one is others. 
16- What does the tourism management wish to achieve through the current 
promotional strategy of tourism, is this? 
(i) To increase direct access opportunities for target consumer 
OR 
(ii) To achieve high awareness amongst target groups 
OR 
(iii) To increase the conversion of potential visitors from awareness to 
sales/Final action i.e. booking a holiday 
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OR 
(iv) All the above 
Valid i 
ji 
IV 
Total 
Frequency 
1 
3 
25 
29 
Percent 
3.4 
10.3 
86.2 
100.0 
Valid Percent 
3.4 
10.3 
86.2 
100.0 
Cumulative 
Percent 
3.4 
13.8 
100.0 
The table above shows that 3.4 % of the respondents stated that the 
tourism management wishes to increase direct access opportvmities for target 
consumer. 10.3 % of them stated that is to achieve high awareness amongst 
target groups. 86.2% of them stated that it is to have all of these aims. 
17- Which of the following types of promotional strategies are more suitable for 
promoting your country's tourist product? 
Table 5.1 
Responses of the respondents (Q.17- India) 
The Strategy 
Pull strategy 
Soft strategy 
Hard strategy 
Push strategy 
Strategy description 
It actively goes directly to the final consumer and 
induces them to buy the product 
It actively pursues and welcomes visitors 
It solicits and confines consumers everywhere with 
promotional messages 
It actively pushes the product through intermediaries 
to final consumers 
Number of 
responses 
8 
15 
11 
18 
15.38 
28.84 
21.15 
34.61 
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This table shows that 34.61 % of the respondents felt that push strategy 
is the most suitable one for promoting the tourism product of India. The second 
one can be soft strategy which was chosen by 28.84 % of the respondents. 
21.15 % of the respondents chose hard strategy and 15.38 % of them had 
chosen pull strategy. 
18- Tourism sector has a tourism plan that describes strategies for tourism 
promotion, wlio developed it? 
The respondents in their responses to this question, almost all the 
respondents stated that the plan should be done and developed by the Ministry 
of Tourism, Government of India. One respondent stated that it can be done in 
collaboration with any other association of tour and travel. 
19- How do you define the prospect future of tourism in your country? 
Table 5.2 
Responses of the respondents (Q.19 - India) 
Item 
Great and excellent growth potential 
Very bright 
It is a very important sector as it plays a very 
important role for job generation and foreign 
exchange earning. 
Number of responses 
20 
10 
5 
The respondents stated that the future of tourism in India is very bright 
and will play a vital role in the national economy and in creating more 
employment opportunities. 
192 
CHAPTER FIVE: ANALYSIS, DISCUSSION AND INTERPRETATION OF THE DATA 
20- Looking more specifically at promoting the country as a tourist destination, 
in your opinion, how should the tourism can be promoted in your country? 
The respondents mentioned many ways that can promote tourism in 
India. The following table summarizes their responses. 
Table 5.3 
Responses of the respondents (Q. 20 - India) 
Item 
advertising should be increased in TV channels and media 
Creating facilities such as communication, information, transportation, 
hygienic condition, feasibility in law 
Creating general awareness among people 
Participation in national and international exhibitions 
Improved safety measures 
Promoting in top important markets 
Financial support 
Farm tour of foreign media 
Indian tourist product marketing take into account an USP's (Unique 
Selling Proposition) 
Number of 
responses 
10 
7 
7 
6 
3 
3 
2 
I 
1 
The respondents stated that tourism can be promoted by more 
advertising which should be increased in TV charmels and the media. The 
second one is the development of tourism infrastructures and services. They 
stated that the participation in national and international exhibition is a very 
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important tool to promote tourism. The third important tool is participation in 
national and international exhibitions. 
5.1.2 The Yemeni respondents 
1- In your opinion, what is the current position of the Tourism Promotion of 
your country? 
Valid Poor 
Fair 
Good 
Excellent 
Total 
Frequency 
9 
16 
11 
2 
38 
Percent 
23 7 
42 1 
28 9 
53 
100 0 
Valid Percent 
23 7 
42 1 
28 9 
53 
100 0 
Cumulative 
Percent 
23 7 
65 8 
94 7 
100 0 
The table above shows that 23.7 % of them stated that the current 
position of the Tourism Promotion in Yemen is poor. 42.1 % of them stated 
that it is fair. 28.9 % of them sated that it is good and only 5.3% of them stated 
that it is excellent. 
The percentage shows that the respondents felt that the current position 
of tourism in Yemen is in a fair condition. 
2- How would you evaluate annual expenditure for Tourism promotional 
activities of your country? 
Valid Poor 
Fair 
Good 
Total 
Frequency 
12 
11 
15 
38 
Percent 
31 6 
28 9 
39 5 
100 0 
Valid Percent 
31 6 
28 9 
39 5 
100 0 
Cumulative 
Percent 
31 6 
60 5 
100 0 
The table above shows that 31.6 % of them stated that the annual 
expenditure for Tourism promotional activities in Yemen is poor. 28.9 % of 
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them stated that it is fair.39.5 % of them sated that it is good and only 5.3% of 
them stated that it is excellent. 
The annual expenditure for tourism activities is in a good condition. 
However, some respondents stated- in a written form- that this annual 
expenditure is not well used to achieve the tourism promotional objectives. 
3- How would you rate your country in terms of security-related issues affecting 
tourism? 
Valid Poor 
Fair 
Good 
Total 
Frequency 
19 
11 
8 
38 
Percent 
50 0 
28 9 
21 1 
100 0 
Valid Percent 
500 
28 9 
21 1 
100 0 
Cumulative 
Percent 
500 
78 9 
100 0 
The table above shows that 50 % of them stated that the security-related 
issues affecting tourism in Yemen is poor. 28.9 % of them stated that it is fair. 
21.1 % of them sated that it is good and only 2.6% of them stated that it is 
excellent. This result shows that the security-related issues affecting tourism in 
Yemen is poor. 
4- Is the tourism management able to articulate a clear promotion strategy for 
achieving its promotional objectives? 
Valid Yes 
No 
Total 
Frequency 
14 
24 
38 
Percent 
36 8 
63 2 
100 0 
Valid Percent 
36 8 
63 2 
100 0 
Cumulative 
Percent 
368 
100 0 
The table above shows that 36.8 % of them agreed that the tourism 
management was able to articulate a clear promotion strategy for achieving its 
promotional objectives. 63.2% of them did not agree with this question. The 
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result shows that the tourism management is not able to articulate a clear 
promotion strategy for achieving its promotional objectives 
5- Does the tourism management evaluate its promotional efforts periodically? 
Valid Yes 
No 
Total 
Frequency 
15 
23 
38 
Percent 
39.5 
60.5 
100.0 
Valid Percent 
39.5 
60.5 
100.0 
Cumulative 
Percent 
39.5 
100.0 
The table above shows that 39.5 % of them agreed that the tourism 
management evaluates its promotional efforts periodically. 60.5 % of them did 
not agree with this question. The result shows that the tourism management 
does not evaluate its promotional efforts periodically. 
6- Has the tourism promotion got a slogan that is agreed upon, used in all 
promotional campaigns and it conveys an image that reflects the country 
positively? 
Valid Yes 
No 
Total 
Frequency 
32 
6 
38 
Percent 
84.2 
15.8 
100 0 
Valid Percent 
842 
15.8 
100 0 
Cumulative 
Percent 
84.2 
100 0 
The table above shows that 84.2 % of them agreed that the tourism 
promotion has a slogan that is agreed upon, used in all promotional campaigns 
and it conveys an image that reflects the country positively. 15.8 % of them did 
not agree. 
Almost all the respondents tend to choose the existing slogan which is 
used in all promotional campaigns "The happy Yemen- is Tourism Story". 
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Only one respondent tended to choose the old one "Be Ready To Be 
Astounded" which was designed in 1996 and carried the old Hamirian 
language letters of Yemen. 
7- Is the role of the tourism private sector dominant in promoting tourism in 
comparison to the tourism in the public sector in your country? 
Valid Yes 
No 
Total 
Frequency 
26 
12 
38 
Percent 
68.4 
31.6 
100.0 
Valid Percent 
68.4 
31.6 
100.0 
Cumulative 
Percent 
68.4 
100.0 
The table above shows that 68.4 % of them agreed that the role of the 
tourism private sector dominated in promoting tourism in comparison to the 
tourism in the public sector in Yemen. 31.6 % of them did not agree. The result 
shows that the role of the tourism private sector dominated in promoting 
tourism in comparison to the tourism in the public sector in Yemen. 
8- Does domestic tourism have a fair share of the promotional efforts? 
Valid Yes 
No 
Total 
Frequency 
9 
29 
36 
Percent 
23.7 
76.3 
100.0 
Valid Percent 
23.7 
76.3 
100.0 
Cumulative 
Percent 
23.7 
100.0 
The table above shows that 23.7 % of them agreed that domestic tourism 
has a fair share of the promotional efforts. 76.3 % of them did not agree. The 
result shows that domestic tourism does not have a fair share of the 
promotional efforts in Yemen. 
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9- Are there any obstacles that are faced in the tourism promotional efforts? 
Valid Yes 
Frequency 
38 
Percent 
100.0 
Valid Percent 
100 0 
Cumulative 
Percent 
100.0 
Item 
a 
b 
c 
d 
e 
f 
Legislative 
Social/ cultural 
Technical 
Financial 
Safety 
Others 
Rank 
4 
3 
5 
2 
1 
6 
The table above shows that all of the respondents agreed that there are 
many obstacles that are faced in the tourism promotional efforts. 
The respondents- in their response to the second part of the question -
ranked these obstacles as follows: the first one is the safety obstacles. The 
second one is financial. The third one is social-cultural. The fourth one is 
legislative. The fifth one is technical, and the last one is others (such as 
administrative). 
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10-Internet has established itself as a channel, through which tourism 
organizations can promote their destinations and products, what is the given 
percentage in current strategy for promoting tourism in your country 
through the Internet? 
Valid Upto 25% 
25-50% 
50-75% 
more than 75% 
Total 
Frequency 
21 
9 
4 
4 
38 
Percent 
55 3 
23 7 
10 5 
105 
100 0 
Valid Percent 
55 3 
23 7 
10 5 
10 5 
100 0 
Cumulative 
Percent 
55 3 
78 9 
89 5 
1000 
The table above shows that 55.3 % of the respondents felt that the 
current strategy for promoting tourism in Yemen through the Internet is up to 
25%, while 23.7% of the respondents felt that it is between 25-50%. Only 10.5 
% of them felt that it is between the levels of 50-75%. The same number 
(10.5%) of them felt that it is more than 75%. 
11- In your opinion, the travel and trade fairs as activities for tourism promotion 
and marketing should be strengthened up to the level of: 
Valid more than 10 
10% 
less than 10% 
Total 
Frequency 
32 
3 
3 
38 
Percent 
842 
79 
79 
100 0 
Valid Percent 
842 
79 
79 
100 0 
Cumulative 
Percent 
842 
92 1 
100 0 
The table above shows that 84.2 % of the respondents felt that the travel 
and trade fairs as activities for tourism promotion and marketing should be 
strengthened more than 10%, while 7.9 % of the respondents felt that is should 
be at 10%. Also 7.9 % of them felt that it should be less than 10%. 
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12-The following are different types of Tourism, in your opinion which of them 
has gained prominence in current promotional strategy for tourism in your 
country? 
Item 
a 
b 
c 
d 
e 
f 
g 
h 
i 
J 
k 
Heritage tourism 
Rural tourism 
Adventure tourism 
Sport tourism 
Pilgrim tourism 
Medical tourism 
Cultural tourism 
Beach tourism 
Desert tourism 
Mountain tourism 
Eco-tourism 
Rank 
1 
9 
8 
11 
7 
4 
2 
3 
6 
10 
5 
The respondents- in their response to this question- ranked the types of 
tourism that have gained prominence in current promotional strategy for 
tourism in Yemen as follows: the first one is the heritage tourism. The second 
one is cultural tourism. The third one is beach tourism. The fourth one is 
medical tourism. The fifth one is Eco-tourism. The sixth one is desert tourism. 
The seventh one is pilgrim tourism. The eighth one is adventure tourism. The 
ninth one is rural tourism. The tenth one is mountain tourism. The last one is 
sport tourism. 
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13-Kindly, rank the following concepts according to their space in the 
promotional brochure for tourism in your country. 
Item 
a 
b 
c 
d 
e 
Tourism services 
Recreational activities 
Cultural activities 
Historic sites 
Shopping opportunities 
Rank 
4 
3 
2 
1 
5 
The respondents- in their response to this question- ranked the concepts 
according to their space in the promotional brochure for tourism in Yemen as 
follows: the first one is the historic sites. The second one is cultural activities. 
The third one is recreational activities. The fourth one is tourism services. The 
last one is shopping opportunities. 
14-Which of the following promotional tools are heavily used to promote a 
tourism product of your country? 
Item 
a 
b 
c 
d 
e 
Advertising 
Personal selling 
Sales promotion 
Public relations 
Publicity 
Rank 
1 
4 
5 
2 
3 
The respondents- in their response to this question- ranked the 
promotional tools that are heavily used to promote a tourism product of Yemen 
as follows: the first one is the advertising. The second one is public relations. 
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The third one is publicity. The fourth one is personal selling. The last one is 
sales promotion. 
15-What is the potential market(s) that tourism promotional strategies intend to 
access it? 
Item 
a 
b 
c 
d 
e 
Europe 
Asia 
Arabia 
The Americas 
Others 
Rank 
2 
3 
1 
4 
5 
The respondents- in their response to this question- ranked the potential 
market (s) that tourism promotional strategies intend to access it as follows: the 
first one is Arabia. The second one is Europe. The third one is Asia. The fourth 
one is the Americas. The last one is others. 
16-What does the tourism management wish to achieve through the current 
promotional strategy of tourism, is this? 
(!) To increase direct access opportunities for target consumer 
OR 
(ii) To achieve high awareness amongst target groups 
OR 
(iii) To increase the conversion of potential visitors from awareness to 
sales/Final action i.e. booking a holiday 
OR 
(iv) All the above 
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Valid 
ii 
iii 
iv 
Total 
Frequency 
1 
2 
18 
17 
38 
Percent 
2.6 
5.3 
47.4 
44.7 
100.0 
Valid Percent 
2.6 
5.3 
47.4 
44.7 
100.0 
Cumulative 
Percent 
2.6 
7.9 
55.3 
100.0 
The table above shows that 2.6 % of the respondents stated that the 
tourism management wishes to increase direct access opportunities for target 
consumer. 5.3 % of them stated that it shall achieve high awareness amongst 
target groups. 47.4 % of them sated that it is to increase the conversion of 
potential visitors from awareness to sales/Final action i.e. booking a holiday. 
44.7% of them stated that it is to have all of these aims. 
17-Which of the folloiving types of promotional strategies are more suitable for 
promoting your country's tourist product? 
Table 5.4 
Responses of the respondents (Q. 17- Yemen) 
The Strategy 
Soft strategy 
Hard strategy 
Push strategy 
Pull strategy 
Strategy description 
It actively pursues and welcomes visitors. 
It solicits and confines consumers 
everywhere with promotional messages. 
It actively pushes the product through 
intermediaries to final consumers. 
It actively goes directly to the final 
consumer and induces them to buy the 
product. 
Number of 
responses 
10 
3 
4 
34 
19.60 
5.88 
7.84 
66.66 
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This table shows that most of the respondents 66.66 % felt that pull 
strategy is the most suitable one for promoting the tourism product of Yemen. 
The second one can be soft strategy which had been chosen by 19.60 % of the 
respondents. Only 7.84 % of them had chosen push strategy and 5.88%of them 
had chosen hard strategy. 
18-Tourism sector has a tourism plan that describes strategies for tourism 
promotion, who developed it? 
In their responses to this question, twenty-seven respondents stated that 
it is developed by the Ministry of Tourism. While 11 of these respondents 
stated that this plan was developed by the Minister of Tourism himself. They 
stated that it is imperfect. It is not sufficient for tourism development goals in 
general and promotional goals in particular. 
19- How do you define the prospect future of tourism in your country? 
Table 5.5 
Responses of the respondents (Q. 19- Yemen) 
Item 
A bright sector and will help in improving the national 
economy. It will help to provide more opportunities. 
The current position shows that this sector is good. 
It does not indicate that it will improve. 
Will be developed but in a very slow manner. 
From bad to worse. 
It will be as it is (no development). 
It is still at the beginning. 
Number of 
responses 
25 
3 
2 
1 
1 
1 
1 
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The respondents stated that the future of tourism in Yemen is bright and 
will play a vital role in the national economy and in creating more employment 
opportunities. However, there are some respondents who have a pessimistic 
view to this future. 
20-Looking more specifically at promoting the country as a tourist destination, in your 
opinion, how should the tourism be promoted in your country? 
The respondents mentioned many ways that can promote tourism in 
Yemen. The following table summarizes their responses. 
Table 5.6 
Responses of the respondents (Q. 20- Yemen) 
Item 
More advertising should be increased in TV channels and 
media 
Providing Safety. 
Developing the tourism infrastructures and services. 
The participation in the national and international 
exhibitions and fairs. 
"Electronic promotion" through the internet. 
Activating the public relation with the international 
institutions interested in tourism. 
Increasing of the awareness among the people towards 
tourism. 
Training and qualifying personnel working in tourism sector. 
Encouraging and developing the domestic tourism. 
Number of 
responses 
23 
14 
13 
13 
11 
8 
5 
1 
1 
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The respondents stated that tourism can be promoted by more 
advertising which should be increased in TV charmels and media. The second 
important tool is safety measure .The third one is development of the tourism 
infrastructures and services. They stated that the participation in national and 
international exhibition is a very important tool to promote tourism. 
5.2 The Comparison of the Results of the Questionnaire Analysis 
This section deals with the comparison of the results obtained from the 
analysis of the questiormaire administered to both groups of respondents of the 
two countries (India and Yemen). In this comparison, SPSS and Microsoft 
Excel are used to make the comparison of the analysis of both groups. To know 
if there is a significant difference between the two groups, (Z-test) is used by 
along with the foUowmg statistical formula: 
|z| = -, P^-P^ 
V U "2) 
Where, Z - standard normal variance 
PI - proportion of first population (India) 
P2 - proportion of second population (Yemen) 
nl - sample size of first population (India) 
n2 - sample size of second population (Yemen) 
Sig. - significant (the difference is significant) 
Insig. - Insignificant (there is no significant difference) 
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1-In your opinion, what is the current position of the Tourism Promotion of your 
country? 
Item 
Poor 
Fair 
Good 
Excellent 
India % 
= 
3.4 
65.5 
31.0 
Yemen % 
23.7 
42.1 
28.9 
5.3 
Z-test 
= = 
3.67 
3.28 
2.6 
Remark 
Sis. 
Sig. 
Sig. 
Sig. 
The table and the figure above give a descriptive analysis of the data. 
Looking at the percentages, one can notice that there is a difference between 
the two groups. Though, the highest percentage is good in India (65.5%), 
whereas the highest percentage in Yemen is fair (42.1%). The resuUs indicate 
that the current position of the Tourism Promotion of India is good whereas in 
Yemen it is fair. 
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2-How would you evaluate annual expenditure for Tourism promotional 
activities of your country? 
Item 
Poor 
Fair 
Good 
Excellent 
India % 
—= 
5.2 
77.5 
17.2 
Yemen % 
31.6 
28.9 
39.5 
— 
Z-test 
— 
3.33 
3.11 
= 
Remark 
Sig. 
Sig. 
Sig. 
Sig. 
90 1 
80 
70 1 
60 
50 
40 
30 
20 
10 
H 
• 
•• - * 
Wm 
^ M 
^ — ' 
Fbor Far Good B(celent 
• tide 
• Yemen 
The table and the figure above give a descriptive analysis of the data. 
Looking at the percentages, one can notice that there is a difference between 
the two groups. The responses of both groups indicate that the annual 
expenditure for tourism promotional activities of these two countries is good. 
Though, the highest percentage is good in both groups, the Indian group is 
higher 77.5% whereas the good percentage of the Yemeni group is only 39.5%. 
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3-How would you rate your country in terms of security-related issues affecting 
tourism? 
Item 
Poor 
Fair 
Good 
Excellent 
India % 
6.9 
31.0 
51.7 
10.3 
Yemen % 
50. 
28.9 
21.1 
= 
Z-test 
3.78 
0.17 
3.0 
= 
Remark 
Sig. 
Insig. 
Sig. 
Sig. 
This table and the figure above give a descriptive analysis of the data. 
Looking at the percentages, one can notice that there is a difference between 
the two groups. The Indian responses indicate that the security-related issues 
affecting tourism in India is good, whereas the security-related issues affecting 
tourism of Yemen is poor. 
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4-Is the Tourism Management able to articulate a clear promotion strategy for 
achieving its promotional objectives? 
Item 
Yes 
No 
India % 
96.6 
3.4 
Yemen % 
36.8 
63.2 
Z-test 
5.08 
5.08 
Remark 
Sig. 
Sig. 
This table and the figure above give a descriptive analysis of the data. 
Looking at the percentage, one can notice that there is a difference between the 
two groups. The responses of Indian groups indicate that the tourism 
management is able to articulate a clear promotion strategy for achieving its 
promotional objectives in India, while in Yemen it is not able to articulate a 
clear promotion strategy for achieving its promotional objectives. 
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5- Does the tourism management evaluate its promotional efforts periodically? 
Item 
Yes 
No 
India % 
93.1 
6.9 
Yemen % 
39.5 
60.5 
Z-test 
4.5 
4.5 
Remark 
Sig. 
Sig. 
100 
90 
80 
70 
60 
50 
40 
30 
20 
10 
0 
India Yemen 
• Yes 
• No 
This table and the figure above give a descriptive analysis of the data. 
Looking at the percentages, one can notice that there is a significant difference 
between the two groups. The responses of Indian respondents show that the 
tourism management evaluates its promotional efforts periodically, whereas the 
responses of the Yemeni respondents show that the tourism management does 
not evaluate its promotional efforts periodically. 
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6-Has the tourism promotion got a slogan that is agreed upon, used in all 
promotional campaigns and conveys an image that reflects the country 
positively? 
Item 
Yes 
No 
India % 
100 
= 
Yemen % 
84.2 
15.8 
Z-test 
2.25 
= 
Remark 
Sig. 
Sig. 
i 9 n . 
100 
80 -
60 J 
40 
20 
n 
India 
' 
Yemen 
•Yes 
• No 
This table gives a descriptive analysis of the data. Looking at the 
percentages, one can notice that there is no difference between the two groups. 
The responses of both groups indicate that the tourism promotion has a slogan 
that is agreed upon, used in all promotional campaigns and it conveys an image 
that reflects the country positively. Though, the highest percentage is "Yes" in 
both groups, the Indian group is higher 100 %, whereas the percentage of the 
Yemeni group is only 84.2 %. 
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7-Is the role of the tourism private sector dominated in promoting tourism in 
comparison to the tourism in public sector in your country? 
Item 
Yes 
No 
India % 
41.4 
58.6 
Yemen % 
68.4 
31.6 
Z-test 
2.2 
2.3 
Remark 
Sig. 
Sig. 
This table and the figure above give a descriptive analysis of the data. 
Looking at the percentages, one can notice that there is a significant difference 
between the two groups. The Indian responses indicate that the role of the 
tourism private sector is not dominant in promoting tourism in comparison to 
the tourism in the public sector in India, whereas the role of the tourism private 
sector is dominant in promoting tourism in comparison to the tourism in the 
public sector in Yemen. 
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S- Does domestic tourism have a fair share of the promotional efforts? 
Item 
Yes 
No 
India % 
89.7 
10.3 
Yemen % 
23.7 
76.3 
Z-test 
5.4 
5.4 
Remark 
Sig. 
Sig. 
This table and the figure above give a descriptive analysis of the data. 
Looking at the percentages, one can notice that there is a significant difference 
between the two groups. The Indian responses indicate that the domestic 
tourism has a fair share of the promotional efforts in India, whereas the 
domestic tourism does not have a fair share of the promotional efforts in 
Yemen. 
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9- Are there any obstacles that are faced in the tourism promotional efforts? 
Item 
Yes 
No 
India % 
82.8 
17.2 
Yemen % 
100 
= 
Z-test 
2.69 
= 
Remark 
Sig. 
Sig. 
120i 
4n 
9 0 
0 -
1 
1 
1 , 
I Yes 
I No 
India Yemen 
This table and the figure above give a descriptive analysis of the data. 
Looking at the percentages, one can notice that there is no difference between 
the two groups. The responses of both groups indicate that there are obstacles 
that are facing the tourism promotional efforts. Though, the highest percentage 
is "Yes" in both groups, the Yemeni group is higher (100 %), whereas the 
percentage of the Indian group is only 82.8 %. 
Item 
a 
b 
c 
d 
e 
f 
Legislative 
Social/ cultural 
Technical 
Financial 
Safety 
Others 
India 
1 
2 
5 
4 
3 
6 
Yemen 
4 
3 
5 
2 
1 
6 
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The table above shows that the first obstacle that faces the tourism 
promotional efforts in India is legislative, whereas the first one in Yemen is 
safety obstacle. The second one is cultural / social whereas in Yemen it is the 
financial obstacle. The third one is safety whereas in Yemen it is social-
cultural. The fourth one in India is financial whereas in Yemen it is legislative. 
The fifth one in both groups is technical. 
10-Internet has established itself as a channel, through which tourism 
organizations can promote their destinations and product, what is the given 
percentage in current strategy for promoting tourism in your country 
through the Internet? 
Item 
Up to 25 % 
25-50 % 
50-75 % 
More than 75 % 
India % 
13.8 
55.2 
27.6 
3.4 
Yemen % 
55.3 
23.7 
10.5 
10.5 
Z-test 
3.5 
2.6 
2.02 
1.1 
Remark 
Sig. 
Sig. 
Sig. 
Insig. 
This table and the figure above give a descriptive analysis of the data. 
Looking at the percentage, one can notice that there is a significant difference 
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between the two groups. In the case of Yemen the Internet has established itself 
as a channel, through which tourism organizations can promote their 
destinations and product up to 25 %, whereas the percentage in the case of 
India is between 25-50 %. 
11-In your opinion, the travel and trade fairs as activities for tourism promotion 
and marketing should be strengthened up to the level of: 
Item 
More than 10% 
10% 
Less than 10 % 
India % 
72.4 
27.6 
=^ 
Yemen % 
84.2 
7.9 
7.9 
Z-test 
1.2 
2.25 
^=: 
Remark 
Insig. 
Sig. 
Sig. 
90 
80 
70 
60 
50 
40 
30 
20 
10 
0 
- -
- - • - 1 
1 
:• 1 
• • 
m 
1 — j 
I India 
I Yemen 
More than 10 % 10% Less than 10 % 
This table gives a descriptive analysis of the data. Looking at the 
percentages, one can notice that there is no difference between the two 
percentages. The responses of both groups indicate that the travel and trade 
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percentages. The responses of both groups indicate that the travel and trade 
fairs as activities for tourism promotion and marketing should be strengthened 
by more than 10 %. 
12-The following are different types of Tourism, in your opinion which of them 
has gained prominence in current promotional strategy for tourism in your 
country? 
Item 
a 
b 
c 
d 
e 
f 
g 
h 
i 
J 
k 
Heritage tourism 
Rural tourism 
Adventure tourism 
Sport tourism 
Pilgrim tourism 
Medical tourism 
Cultural tourism 
Beach tourism 
Desert tourism 
Mountain tourism 
Eco-tourism 
India 
2 
3 
5 
6 
8 
7 
11 
10 
4 
9 
1 
Yemen 
1 
9 
8 
11 
7 
4 
2 
3 
6 
10 
5 
The table above shows that the first type of tourism that has gained 
prominence in current promotional strategy for tourism in India is the Eco-
tourism, whereas in Yemen it is the heritage tourism. The second one in India 
is heritage tourism, whereas in Yemen it is cultural tourism. The third one in 
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India is rural tourism, whereas in Yemen it is beach tourism. The fourth one in 
India is desert tourism, while in Yemen it is medical tourism. The fifth one in 
India is adventure tourism, whereas in Yemen it is Eco-tourism. The sixth one 
in India is sport tourism, whereas in Yemen it is desert tourism. The seventh 
one in India is medical tourism, whereas in Yemen it is pilgrim tourism. The 
eighth one in India is pilgrim tourism, whereas in Yemen it is adventure 
tourism. The ninth one in India is mountain tourism, whereas in Yemen it is 
rural tourism. The tenth one in India is beach tourism, whereas in Yemen it is 
mountain tourism. The last one in India is cultural tourism, whereas in Yemen 
it is sport tourism. 
13-KindIy rank the following concepts according to their space in the 
promotional brochure for tourism in your country. 
Item 
a 
b 
c 
d 
e 
Tourism services 
Recreational activities 
Cultural activities 
Historic sites 
Shopping opportunities 
India 
5 
3 
2 
1 
4 
Yemen 
4 
3 
2 
1 
5 
The table above shows that the first concept in the promotional brochure 
for tourism in both countries is Historic sites. The second one in both countries 
is cultural activities. The third one in both countries is recreational activities. 
The fourth one in India is desert tourism, while in Yemen it is medical tourism. 
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The fifth one in India is shopping opportunities, whereas in Yemen it is tourism 
services. 
14-Which of the following promotional tools are heavily used to promote a 
tourism product of your country? 
Item 
a 
b 
c 
d 
e 
Advertising 
Personal selling 
Sales promotion 
Public relations 
Publicity 
India 
1 
4 
3 
5 
2 
Yemen 
1 
4 
5 
2 
3 
The table above shows that the first promotional tool used to promote a 
tourism product of both countries is advertising. The second one in India is 
publicity, whereas in Yemen it is public relations. The third one in India is 
sales promotion, whereas in Yemen it is publicity. The fourth one in both 
countries is personal selling. The fifth one in India is public relations, whereas 
in Yemen it is sales promotion. 
15-What is the potential market(s) that tourism promotional strategies intend to 
access it? 
Item 
a 
b 
c 
d 
e 
Europe 
Asia 
Arabia 
The Americas 
Others 
India 
1 
3 
4 
2 
5 
Yemen 
2 
3 
1 
4 
5 
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it is Arabia. The second one in India is the Americas, whereas in Yemen it is 
Europe. The third one in both countries is Asia. The fourth one in India is 
Arabia, whereas in Yemen it is the Americas. The fifth one in both countries is 
others. 
16-What does the tourism management wish to achieve through the current 
promotional strategy of tourism? Is this: 
(i) To increase direct access opportunities for target consumer 
OR 
(ii) To achieve high awareness amongst target groups 
OR 
(iii) To increase the conversion of potential visitors from awareness to 
sales/Final action i.e. booking a holiday 
OR 
(iv) All the above 
Item 
(i) 
(ii) 
(iii) 
(iv) 
India % 
3.4 
10.3 
== 
86.2 
Yemen % 
2.6 
44.7 
47.4 
5.3 
Z-test 
0.008 
3.07 
= 
6.8 
Remark 
Insig. 
Sie. 
Sig. 
Sig. 
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• India 
• Yemen 
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This table and the figure above give a descriptive analysis of the data. 
Looking at the percentages, one can notice that there is a difference between 
the two groups. The Indian responses indicate that the tourism management 
aims to achieve multi-objectives through the current promotional strategy of 
tourism, whereas the Yemeni responses indicate that the tourism management 
aims to achieve the third one (to increase the conversion of potential visitors 
from awareness to sales/Final action i.e. booking a holiday) through the current 
promotional strategy of tourism. 
17-Which of the following types of promotional strategies are more suitable for 
promoting your country's tourist product? 
Table 5.7 
Comparison of responses (Q. 17) 
The Strategy 
Soft strategy 
Hard strategy 
Push strategy 
Pull strategy 
India 
15 
11 
18 
8 
28.84 % 
21.15% 
34.61 % 
15.38% 
Yemen 
10 
3 
4 
34 
19.60% 
5.88 % 
7.84 % 
66.66 % 
Soft strategy Hard strategy Push strategy Pull strategy 
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The table and the figure above give a descriptive analysis of the data. 
Looking at the percentages, one can notice that there is a significant difference 
between the two groups. The responses of the Indian group indicate that the 
most suitable way for tourist product promotion is to push the tourist product 
through intermediaries to the final consumers (i.e. push strategy), whereas the 
responses of the Yemeni respondents indicate that the most suitable way for 
tourist product promoting in Yemen is to go directly to the final consumers and 
induce them to buy the product through different promotional channels (i.e. 
pull strategy). 
The figures below show -according to these resuhs - the suitable strategies 
used for tourist product promotion in both countries. 
Figure (5.1) India: Suggested Push Strategy 
India as a 
tourist 
^destination 
Marketing 
communication 
Selling 
Intermediarir 
Marketing 
communication 
Consumers 
Figure (5.2) Yemen: Suggested Pull Strategy 
Yemen as a 
tourist 
L4estination 
Request product 
Selling 
Intermediaries 
Request product Consumer 
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IS-Tourism sector has a tourism plan that describes strategies for tourism 
promotion, who developed it? 
It can be said that both groups almost agreed that the governmental 
organizations such as the Ministry of Tourism developed this plan. However, the 
Indian group was higher than the Yemeni group. 
Twenty-seven of the Yemeni respondents stated this, while 11 of these 
respondents stated that this plan was developed by the Minister of Tourism himself. 
They stated that it is imperfect. It is not sufficient for tourism development goals in 
general and promotional goals in particular. 
19-How do you define the prospect future of tourism in your country? 
Table 5.8 
Comparison of responses (Q. 19) 
India 
Very bright and it is very important 
sector as it plays a very important role 
for job generation and foreign 
exchange earning. 
Great and excellent growth potential 
Yemen 
A bright sector and will help in 
improving the national economy. It will 
help to provide more opportunities. 
The current position shows that this 
sector is good. 
It does not indicate that it will improve. 
Will be developed but in a very slow 
manner. 
From bad to worse. 
It will be as it is (no development). 
It is still at the beginning. 
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The respondents of both countries almost agreed that the future of 
tourism in these countries is bright and will play a vital role in the national 
economy and in creating more employment opportunities. There are some 
exceptions in the case of Yemeni responses- as shown above. 
20-Looking more specifically at promoting the country as a tourist destination, in 
your opinion, how should the tourism be promoted in your country? 
Table 5.9 
Comparison of responses (Q. 20) 
India 
More advertising should be 
increased in TV charmels and 
media. 
Improved safety measures 
Creating facilities such as 
communication, information, 
transportation, hygienic 
condition, feasibility in law. 
Participation in national and 
international exhibitions. 
Familiarization tour of foreign 
media. 
% 
25.64 
7.69 
17.94 
15.38 
2.56 
Yemen 
More advertising should be 
increased in TV channels and 
media 
Providing Safety. 
Developing the tourism 
infrastructures and services. 
The participation in the 
international exhibitions and 
fairs. 
"Electronic promotion" 
through the internet. 
% 
25.84 
15.73 
14.60 
14.60 
12.35 
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Financial support. 
Promoting in top important 
markets. 
Indian tourist product 
marketing take into account 
an USP's (Unique Selling 
Proposition). 
Creating general awareness 
among people. 
5.12 
7.69 
2.56 
17.94 
Activating the public 
relations with the 
international institutions 
interested in tourism. 
Increasing of the awareness 
among the people towards 
tourism. 
Training and qualifying the 
personnel working in 
tourism sector. 
Encouraging and developing 
domestic tourism. 
Contd.. 
8.98 
5.61 
1.12 
1.12 
The respondents of both countries almost agreed that t tourism can be 
promoted in these countries by more advertising which should be increased in 
TV channels and media. The table above shows this clearly, but the 
percentages are different. In Yemen, it is higher than in India. The second 
important tool is safety measures in the case of Yemen, whereas the second one 
in India is creating facilities such as communication, information, 
transportation, hygienic condition, feasibility in law, etc. The third one in the 
case of Yemen is development of the tourism infrastructures and services. Also 
the respondents in both countries stated that participation in national and 
international exhibition is a very important tool to promote tourism. 
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In brief and on the light above comparison between the two countries, it 
can be said that there is a significant difference between India and Yemen 
regarding the practices towards tourism promotion. 
In respect to Yemen, the safety factor related to tourism is considerable 
factor and treatment. It is a negative indicator in tourism development in 
Yemen. For both countries, there is a new orientation in respect to tourism 
markets; India intends to access European and Americans tourism market, and 
Yemen to access the Arabian and the European tourism market. In the case of 
India multi-objectives can be employed for achieving such accessing. Yemen 
can employ the objective of increasing the conversion of potential visitors from 
awareness to final action. Push strategy is more suitable way to promote 
Incredible India and pull strategy is more suitable to promote the Happy 
Yemen. Both countries give more attention for welcoming visitors, thus they 
believe that the soft strategy is important in this sense as well. 
The next chapter will briefly present the summary results; discuss the 
research question and hypothesis. It will also introduce some suggestions that 
may help to improve the tourism promotion in both countries. Limitations and 
the scope of future studies are also introduced. 
CHAPTER SIX 
CONCLUSION AND SUGGESIONS 
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CONCLUSION AND SUGGESIONS 
6.0 Introduction 
In the previous chapter, the analysis has been carried out with the 
reference to the various facets of tourism promotion. The results were 
combined in relation to Indian and Yemeni respondents. A comparison was 
made between the Indian and Yemeni respondents in the light of various 
statements. The present chapter tries to discuss the findings and to draw 
conclusions on the results discussed in the previous chapter. Accordingly, this 
chapter is broadly divided into six sections: section 6.1 gives a summary of the 
results; section 6.2 discusses the research question; section 6.3 discusses the 
research hypothesis; section 6.4 introduces some suggestions; section 6.5 
presents the limitations of the study; and the last section highlights some 
directions for future research. 
6.1 Summary of Results 
The results of the questionnaire given to the respondents of both countries 
can be summarized as follows: 
1. The current position of the Tourism Promotion of India is good whereas in 
Yemen it is fair. 
2. The annual expenditure for tourism promotional activities of both countries 
is good. 
3. The security-related issues affecting tourism in India is good, whereas the 
security-related issues affecting tourism of Yemen is poor. 
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4. The tourism management in India is able to articulate a clear promotion 
strategy for achieving its promotional objectives, while in Yemen it is not able 
to articulate a clear promotion strategy for achieving its promotional objectives. 
5. The tourism management in India evaluates its promotional efforts 
periodically, whereas while in Yemen it does not evaluate its promotional 
efforts periodically. 
6. The tourism promotion has a slogan that is agreed upon in both countries. It 
is used in all promotional campaigns and it conveys an image that reflects the 
country positively. (As shown in the appendices - G & H) 
7. In India, the role of the tourism private sector is not dominant in promoting 
tourism in comparison to the tourism in public sector, whereas the role of the 
tourism private sector is dominant in promoting tourism in comparison to the 
tourism in the public sector in Yemen. 
8. The domestic tourism has a fair share of the promotional efforts in India, 
whereas it does not have a fair share of the promotional efforts in Yemen. 
9. There are many obstacles that face the tourism promotional efforts in both 
countries. 
10. In the case of India, the Internet has established itself as a channel through 
which tourism organizations can promote their destinations and product 
between 25-50%, whereas in the case of Yemen it is upto 25 %. 
11. The travel and trade fairs as activities for tourism promotion and marketing 
should be strengthened by more than 10 % in both countries. 
12. The first type of tourism has gained prominence in current promotional 
strategy for tourism in India is the Eco-tourism, whereas in Yemen it is the 
heritage tourism. The second one in India is heritage tourism, whereas in 
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Yemen it is cultural tourism. The third one in India is rural tourism, whereas in 
Yemen it is beach tourism. 
13. The tourism promotional brochures are almost the same in both countries 
in respect to the space given to the contents included in. 
14. The first promotional tool used to promote a tourism product of both 
countries is advertising. The second one in India is publicity, whereas in 
Yemen it is public relations. The third one in India is sales promotion, whereas 
in Yemen it is publicity. 
15. The first potential market that tourism promotional strategies intend to 
access of India is Europe whereas for Yemen it is Arabia. The second one in 
India is the Americas, whereas in Yemen it is Europe. The third one in both 
countries is Asia. The fourth one in India is Arabia, whereas in Yemen it is the 
Americas. 
16. The tourism management in India aims to achieve multi-objectives 
through the current promotional strategy of tourism, whereas in Yemen it aims 
to increase the conversion of potential visitors from awareness to sales/final 
action. 
17. In India, the most suitable way for tourist product promotion is to push the 
tourist product through intermediaries to the final consumers (i.e. push 
strategy), whereas in Yemen the most suitable way is to go directly to the final 
consumers and induce them to pay the product through different promotional 
channels (i.e. pull strategy). 
18. The governmental organizations such as the Ministry of Tourism 
developed the plan that describes strategies for tourism promotion in both 
countries. However, the Yemeni respondents indicate that this plan is not 
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sufficient for tourism development goals in general and promotional goals in 
particular. 
19. The future of tourism in both countries is bright and will play a vital role in 
the national economy and in creating more employment opportunities. 
20. The tourism can be promoted in both countries by more advertising which 
should be increased in TV channels and media. The second important tool is 
safety measures in the case of Yemen, whereas the second one in India is 
creating tourism facilities. The third one in the case of Yemen is development 
of the tourism infrastructures and services. 
The following table summarizes the above results in terms of similarities and 
dissimilarities. 
Table 6.1 
Similarities and dissimilarities between the responses of India and Yemen 
No 
I. 
2. 
3. 
4. 
5. 
Statement 
In your opinion, what is the current position 
of the Tourism Promotion of your country? 
How would you evaluate annual expenditure 
for tourism promotional activities of your 
country? 
How would you rate your country in terms of 
security-related issues affecting tourism? 
Is the Tourism Management able to articulate 
a clear promotion strategy for achieving its 
promotional objectives? 
Does the tourism management evaluate its 
promotional efforts periodically? 
Similarity Dissimilarity 
V 
V 
V 
V 
V 
Almost 
the same 
Cnntd 
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6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
Has the tourism promotion a slogan tiiat is 
agreed upon, used in all promotional 
materials and it conveys an image that 
reflects the country positively? 
Is the role of the tourism private sector 
dominated in promoting tourism in 
comparison to the tourism in public sector in 
your country? 
Does the domestic tourism have fair share of 
the promotional efforts? 
Are there any obstacles that are faced in the 
tourism promotional efforts? 
Internet has established itself as a channel, 
through which tourism organizations can 
promote their destinations and product. What 
is the given percentage in current strategy for 
promoting tourism in your country through 
Internet? 
a) up to 25% b) 25-50% c) 50-75% 
d)>75% 
In your opinion, the travel and trade fairs as 
activities for tourism promotion and 
marketing, should be strengthened up to the 
level of : 
a)More than 10% b) 10% c) less than 
10% 
The following are different types of Tourism, 
in your opinion which of them has gained 
prominence in current promotional strategy 
for tourism in your country? 
Kindly rank the following concepts according 
to their space in the promotional brochure for 
tourism in your country. 
AI 
V 
V 
V 
V 
V 
V 
V 
Contd 
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14. 
15. 
16. 
17. 
18. 
19. 
20. 
Which of tiie following promotional tools are 
heavily used to promote a tourism product of 
your country? 
What is the potential market (s) that tourism 
promotional strategies intend to access? 
What does the tourism management wish 
to achieve through the current 
promotional strategy of tourism, is this? 
(i) To increase direct access 
opportunities for target consumer 
(ii) To achieve high awareness amongst 
target groups 
(iii)To increase the conversion of 
potential visitors from awareness to 
sales/Final action i.e. booking a holiday 
(iv) All the above 
Which of the following types of 
promotional strategies are more suitable 
for promoting your country's tourist 
product? 
Soft strategy, Hard strategy. Push 
strategy. Pull strategy 
Tourism sector has a tourism plan that 
describes strategies for tourism 
promotion, who developed it? 
How do you define the prospect future of 
tourism in your country? 
Looking more specifically at promoting 
the country as a tourist destination, in 
your opinion, how should the tourism be 
promoted in your country? 
V 
V 
V 
V 
V 
V 
V 
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6.2 Research Question Discussion 
The main objectives of the present study were to examine and evaluate 
the tourism promotion strategies of India and Yemen and to study the 
performance of Government Tourism Officials (GTO) towards tourism 
promotion in both countries under the study. Keeping these objectives in mind, 
a questionnaire was developed (mentioned earUer) and administered to the 
selected sample in India and Yemen. The detail analysis on various facets of 
tourism promotion has been carried out in the previous chapter. In this section 
the research question of this study will be discussed and conclusion will also be 
drawn. As stated earlier in chapter four, the statement of the research problem 
lead to the following question: 
"How can the government tourism officials of the two countries under the 
study improve awareness and visibility of their tourism product and build-
up a positive image in international tourism markets?" 
The purpose of this question is to explore the effectiveness of the 
Government Tourism Officials (GTO) of the countries under the study on the 
improvement awareness and visibility of their tourism product and build up 
positive image in international tourism markets. 
It is clear from the respondents' responses that there are some obstacles 
that face the tourism promotional efforts in both countries, with some variances 
of its impacts of both countries. When the qualified and effective tourism 
management is found, these obstacles will be overcome. This leads to building 
up positive image in the international tourism markets and attracts more and 
more tourists. 
In the case of India, Push strategy is suggested to be able to 
communicate and reach intermediaries, e.g. travel agents and tour operators. 
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Extra commissions and overrides to intermediaries are required in order 
to encourage and induce them to become advocate of destination on behalf of 
India. More advertising in specialist trade journals should be created. In respect 
to Yemen, Pull strategy will be required to be able to communicate and directly 
reach the final consumers and induce them to visit the country. 
Ministry of Tourism and Yemen Tourism Promotion Board (YTPB) 
should use the following tools of promotional mix to support the pull strategy 
in order to reach the target visitors: advertising, public relations, publicity, 
personal sellmg, sales promotion, word of mouth information and Internet. 
However, promotional literature should also be in different languages. 
On the other hand, nowadays there are types of tourism such as Eco-
tourism, heritage tourism, culture and social tourism and medical tourism that 
have popularity worid-wide. These types of tourism spread over different 
places in the two countries. Thus, the Government Tourism Officials are able to 
market such types of tourism and improve the awareness and visibility of the 
two countries' tourist product in the international tourism market. 
In brief, it can be said that the GTO has strength points in both countries 
that should be supported and there are weaknesses (obstacles) that should be 
treated. This will create a positive image of both countries in the international 
tourism market. 
6.3 Research Hypotheses Discussion 
The aim of these hypotheses is to make verification and confirmation as 
stated earlier. Generally, and through the results of the analysis in the previous 
chapter, one can say that the second hypothesis - there is a significant 
difference between the practice being followed by the Government Tourism 
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Officials (GTO) of India and Yemen towards tourism promotion has been 
accepted. The results of the analysis revealed that there are differences in the 
practices being followed by GTO of India and Yemen towards tourism 
promotion. Such differences may be referred to the following: 
• The different experience in tourism marketing and promotion process 
between the two countries under the study plays its vital role in this regard, 
especially in promoting the coimtries as USP (Unique Selling Proposition). 
India as a destination is in a commanding position to offer a broad spectrum of 
USP's and able to promote the USP for the segments whose need are to be 
served and satisfied along with its depth experience in tourism marketing and 
promotion process (in the 1960s). Yemeni experience in this regard is quite 
recent (in the 1980s). 
• The wide spreading and diversity of tourist product in India is based on the 
large area (3,287,263 sq km), when compared to Yemeni tourist product which 
is spread only over approximately (555,000 sq. km). In respect to India, this 
required multi-objectives (stated in 5.1.1, Q. 16) and pushing the tourist product 
to final consumers by the help of selling intermediaries (5.1.1, Q 17). 
• In the present days, Yemen has found the Arabian tourism market a suitable 
and potential tourism market for its product marketing (compare to the 
European market for India). The specialty of Arabian tourism market in terms 
of similarity in customs, traditions, languages, etc. along with Yemen, creates 
some differences between India and Yemen in tourism promotional practice 
(5.2. Q15). 
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6.4 Suggestions 
Based on the results of the present study and their findings, some 
suggestions are introduced in this section. These suggestions, hopefully, will 
help improve, generally, the tourism sector, and in specific, the promotional 
aspect of tourism in both countries. These suggestions are presented as 
follows: 
1. On the part of Yemen tourism industry, a series of studies and more work in 
width and depth are required to chronicle the tourism industry in Yemen from 
its origin, growth, development, up to the present day, to help present a 
comprehensive view of Yemen tourism industry and its contributions towards 
the development of world tourism industry. 
2. The safety measures especially in the case of Yemen should be taking 
place. The people should be motivated as well as involved in the tourism 
process in order to come forward and help in providing safe and secure 
atmosphere for the tourists. 
3. In order to attract more and more foreign tourists, the frequency of 
advertising should be increased in foreign journals, magazines, newspapers and 
TV channels. Besides, reputed advertising agencies should be engaged for 
promotion of tourism in both countries. 
4. Familiarization tours of travel writers as well as travel agents from 
different parts of the countries should be organized. These groups should be 
invited for a free visit of the major places of both countries in order to enable 
them to popularize the two countries as a tourist destination. 
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5. In respect to tourism infrastructure, there is an urgent need of planned 
tourism infrastructure and tourism development on the light of ecological 
balance in the two countries. 
6. More intelligent cooperation between the public and private sector and 
among destinations and regions in marketing, promoting tourism and tourist 
product development are always required. 
7. To make sure that the application of promotion practice done by the two 
countries is at the desirable level in tourism market, the formulation of 
promotional strategies should be on the bases of consumer behavioural profiles. 
6.5 Limitations of the Study 
As a matter of fact, no research study is perfect in all respects as far as 
the sound methodology is concerned. The present study is not an exception. As 
this study involves two countries (India and Yemen), there was a number of 
problems encountered by the researcher in conducting the research. Some of 
the limitations of the present study are cited below: 
1. The sample size of the respondents is not large enough which is an 
important limitation. This is basically due to the fact that the research is 
exploratory in its nature and the main source of the data is primary. The data 
from primary sources had to be collected from top level, middle level and 
fimctional level of the Government Tourism Officials (GTO). The number of 
the respondents from top level as well as middle level of GTO was the most 
difficult part of it due to their non-availability. 
2. One of the difficulties the researcher found was non-availability of data on 
the topic under the study. The related organizations neither publish nor 
properly maintain the data and information related to the same topic. 
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3. Difficulty in reaching to the respondents and then getting back the properly 
filled-in questionnaires has been there. 
4. Non-willingness of respondents to help in this regard. The researcher tried 
to contact the subjects on phone of the administration for the schedule. Some 
very frankly said "no" while the others told him that they were very busy and 
have no time to help him, however, the researcher thus could collect the 
required data only from those respondents who graciously agreed to cooperate 
with him. 
5. The researcher had searched for the relevant literature of various facets of 
tourism promotion in the Yemeni context. However, very little literature was 
available in the Yemeni magazines, journals and the researcher did not find any 
serious research study in the field of tourism promotion in Yemen. 
6. Difficulty in data analysis was also there. 
7. The interview as a method of data collecting could not be done because of 
some reasons such as respondents' busy timetable. Only very few respondents 
were interviewed but this number was not enough so it was neglected in the 
analysis of the study. 
8- Because the majority of the available materials from Yemen is written in 
Arabic, the researcher faced difficulty in translating such materials from Arabic 
into English. 
6.6 Scope of Future Research 
The research work undertaken through this study highlights that some 
aspects of tourism promotion in both countries need to be studied extensively, 
both at organizational and academic levels. However, some aspects discussed 
in this study can be studied more efficiently at organizational level because it 
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needs extensive, long-time study and may need considerable financial 
resources. There are future scopes in conducting this type of studies in the 
following aspects: 
A: Within the country 
• Strategies towards various facets of tourism promotion may be studied by 
taking into account the geographical differences in both countries, 
• Strategies towards various facets of tourism promotion may be studied by 
taking into account the diversity in cultural and social aspects in both countries, 
• Strategies towards various facets of tourism promotion may be considered 
by taking into account the historical and heritage sites in both countries. 
B: Between the countries 
• Strategies towards various facets of tourism promotion may be studied by 
taking into account the geographical differences among different countries. 
• Strategies towards various facets of tourism promotion may be considered 
by taking into account the differences in cultural and social aspects among 
different countries. 
• Strategies towards various facets of tourism promotion may be studied by 
taking into account differences in historical and heritage sites among different 
countries. 
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APPENDICES 
Appendix - A 
INDIAN TOURISM OFFICES IN INDIA 
Regional Ofiices 
New Delhi 
Mumbai 
Kolkata 
Chennai 
Guwahati 
Other Offices 
Patna 
Jaipur 
Bangalore 
Varanasi 
Agra 
Bhubaneswar 
Port Blair 
Imphal 
Shilong 
Hyderbad 
Kochi 
Goa 
Aurangabad 
Khajuraho 
Naharlagun (Itanagar) 
Source: Annual Report (2007-08), Ministry of Tourism, Government of India. 
Appendix - B 
INDIAN TOURISM OFFICES OVERSEAS 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
Operation/Station 
America 
New Yoric 
Los Angeles 
Toronto 
UK 
London 
Europe 
Frankfurt 
Paris 
Amsterdam 
Milan 
West Asia 
Dubai 
Johannesburg 
Australasia 
Sydney 
Singapore 
East Asia 
Tokyo 
Countries Covered 
All States on the East Coast of USA, South America up to 
Columbia / Venezuela 
All States on the West Coast of USA up to Panama 
Canada and Greenland 
UK, Ireland and Iceland 
Germany, Poland, Czech Republic, Slovakia, Austria, 
Romania, Bulgaria, CIS countries, Israel. 
France, Switzerland, Spain, Portugal 
Netherlands, Luxembourg, Belgium, Scandinavian countries 
Italy, Greece, Malta 
KSA, UAE, Iran, Syria, Kuwait, Qatar, Bahrain, Jordan, 
Yemen, Lebanon, Iraq, Egypt, Turkey 
South Africa, Kenya, Mozambique, Tanzania, Zimbabwe, 
Mauritius, Madagascar. 
Australia, New Zealand, Fiji and The Pacific 
Singapore, Malaysia, Thailand, Brunei, Indonesia, Vietnam 
Japan, South & North Korea, China, Hong Kong, Laos, The 
Philippines 
An overseas office in China has recently been sanctioned and 
the proposed coverage will include Mainland China, Taiwan, 
Hong Kong, Laos, Mongolia and Macau. 
Source: Annual Report (2007-08), Ministry of Tourism, Government oflndia. 
Appendix- C 
Details of Courses Offered by Indian Hotel Managements/Food 
Craft Institutes 
Sl.No. 
1. 
2. 
3. 
4. 
5. 
Course 
M.Sc. 
Hospitality 
Administration 
B.Sc. 
Hospitality 
Administration 
Post Graduate 
Diploma in 
Accommodation 
Operation & 
Management 
Postgraduate 
Diploma in 
Dietetics and 
hospital Food 
service 
Diploma in 
Food 
Duration 
2 Years 
3 Year 
1 '/2 Years 
1 Years & 
3 Months 
1 Vz Years 
Qualiflcation 
Degree in 
B.Sc. HHA//3-
Year Diploma 
inHMCT 
10+2 or 
equivalent 
Graduate in 
any discipline 
Graduate in 
Science with 
Nutrition as a 
subject or 
B.Sc. Home 
Science 
10+2 or 
equivalent 
Age Limit 
22 Years 
25 Years 
25 Years 
22 Years 
Institutes where the course is 
available 
Institutes of Hotel Management at 
Bangalore, Delhi (Pusa) and 
Mumbai. 
Institutes of Hotel Management at 
Ahmedabad, Banglore, Bhopal 
Bhubaneswar, Chandigarh, 
Chennai, Delhi (Pusa), Delhi 
(Lajpat Nagar), Gangtok, Goa, 
Gwalior, Gurdaspur, Gguwahati, 
Hyderabad, Jaipur, Jodhpur, 
Kolkata.k Lucjnow, Mumbai, 
Hajipur, Shimla, Srinagar, Shillong 
and Thiruvananthapuram. 
Institutes of Hotel Management at 
Bhubaneshwar, Chennai, Delhi 
(Pusa), Gwalior, Hyderabad, 
Kolkata, Mumbai, Shimla and 
Tiruvananthpuram, & Food Craft 
Institute at Faridabad. 
Institutes of Hotel Management at 
Chennai Delhi (Pusa) and Mumbai. 
Institutes of Hotel Management at 
Chennai, Gangtok, Jodhpur and 
6. 
7. 
8. 
9. 
10. 
11. 
Production 
Diploma in 
F&B Service 
Diploma in 
Front Office 
Diploma in 
Housie Keeping 
Diploma in 
Bakery & 
Confectionery 
Craftsmanship 
Course in Food 
Production 
Craftsmanship 
Course F&B 
Service 
1 '/2 Years 
1 Vi years 
1 '/2 years 
1 Vi years 
24 Weeks 
24 Weeks 
10+2 or 
equivalent 
10+2 or 
equivalent 
10+2 or 
equivalent 
10+2 or 
equivalent 
10* Class pas 
of 10+2 
10"* Class Pass 
22 Years 
22 Years 
22 Years 
22 Years 
22 Years 
22 Years 
Hajipur, Food Craft Institute at 
Ajmeer, Chandigarh, Darjeeling, 
Faridabad, Udaipur, Pondicherry 
and Balangir. 
Institutes of Hotel Management at 
Delhi (Pusa), Chennai, Jaipur, 
Gangtok, Hajipur and Jodhpur. 
Food Craft Institutes at Ajmer, 
Chandigarh, Darjeeling, Faridabd, 
Udaipur, Pondicherry and 
Balangir. 
Institute of Hotel Management at 
Chennai and Jaipur, & FoodCraft 
Institutes at Ajmer Chandigarh, 
Darjeeling and Udaipur 
Institute of Hotel Management at 
Jaipur and Jodhpur, & Food Craft 
Institutes at Ajmer, Chandigarh, 
Udaipur and Pondicherry. 
Institute of Hotel Management at 
Chennai and Delhi (Pusa). Food 
Craft Institutes at Ajmer, 
Chandigarh and Faridabad. 
Institutes of Hotel Management at 
Bhopa!,Bhubaneswar, Chennai, 
Delhi (Pusa), Goa, Gwalior, 
Kolkata, Mumbai, Shimla and 
Thiruvananathapuram. 
Institutes of Hotel Management at 
Bhubaneswar, Chennai, Goa, 
Hyderabad, Kolkata, and Shimla. 
Source: Annual report (2006-07), Ministry of Tourism, Government of India. 
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Appendix - E: Questionnaire in English 
Dear Sir/Madam, 
I am conducting a survey for my Ph.D work to compare 
promotional strategies for tourism of India and Yemen and I have 
prepared a number of statements pertaining to tourism 
promotion. You are requested to go through all the statements, 
and give your opinion. The information provided by you will be 
used for academic purpose and will be kept confidential. A copy 
of finding shall be provided to you if you so desire. 
Thanking you 
(Ibrahim Abdo Saad ) 
Uohikl<lo.: 09756953960 
Email: ibrahiTn_talha@yahoo.com 
Research Scholar 
Faculty of Management 
Studies & Research 
A.M.U., Aligarh 
Questionnaire Protocol Sheet 
1- In your opinion, what is the current position of the Tourism Promotion 
of your country? 
Excellent I I Good I I Fair I I Poor f 
How would you evaluate annual expenditure for Tourism promotional 
activities of your country? 
Excellent | | Good \ \ Fair | [ Poor | 
3. How would you rate your country in terms of security-related issues 
affecting tourism? 
Excellent | | Good [ | Fair | | Poor [ 
4. Is the Tourism Management able to articulate a clear promotion 
strategy for achieving its promotional objectives? 
Yes [ ^ No I I 
5. Does the tourism management evaluate its promotional efforts 
periodically? 
Yes [ ^ No I I 
6. Has the tourism promotion got a slogan that is agreed upon, used in all 
promotional materials and conveys an image that reflects the country 
positively? 
Yes [ ^ No I I 
If yes, what is the slogan? . 
7. Is the role of the tourism private sector dominant in promoting tourism 
in comparison to the tourism in the public sector in your country? 
Yes No 
8. Does domestic tourism have a fair share of the promotional efforts? 
Yes No 
9. Are there any obstacles that are faced in the tourism promotional 
efforts? 
Yes No 
If yes, what kind of the following are these? (Rank them as 1,2,3 
in order of their importance) 
a) Legislative | 
b) Social/ cultural 
c) Technical [" 
d) Financial 
e) Safety 
f) Others 
10. Internet has established itself as a channel, through which tourism 
organizations can promote their destinations and product. 
What is the given percentage in current strategy for promoting tourism 
in your country through Internet? 
a) up to 25% b) 25-50% c) 50-75% d) > 75% 
11. In your opinion, the travel and trade fairs as activities for tourism 
promotion and marketing should be strengthened up to the level of: 
b)10% 1 ^ c) less than 10% | | a) More than 10% 
12- The following are different types of Tourism, in your opinion which of 
them has gained prominence in current promotional strategy for tourism 
in your country? (Rank them as 1, 2, 3 ) 
a) Heritage tourism 
b) Rural tourism 
c) Adventure tourism 
d) Sport tourism 
e) Pilgrim tourism 
f) Medical tourism 
g) Cultural tourism 
h) Beach tourism 
i) Desert tourism 
j) Mountain tourism 
k) Eco-tourism 
13- Kindly, rank the following concepts according to their space in the 
promotional brochure for tourism in your country. 
(Rank them as 1,2,3 ) 
a) Tourism services. 
b) Recreational activities 
c) Cultural activities. 
d) Historic sites. 
e) Shopping opportunities. 
14- Which of the following promotional tools are heavily used to promote 
a tourism product of your country? (Kindly, rank them as 1, 
2,3 according to the priority). 
Rank Rank 
a) Advertising | | b) Personal selling 
c) Sales promotion [ | d) Public relations 
e) Publicity I 
15. What is the potential market (s) that tourism promotional strategies 
intend to access it? (If more than one market, please rank them as 
1,2,3, according to the priority). 
Rank Rank 
a) Europe I I b) Asia 1_ 
c) Arabia I I d) the Americas [ 
e) Others 
16. What does the tourism management wish to achieve through the 
current promotional strategy of tourism, is this? 
(i) To increase direct access opportunities for target consumer | | 
OR 
(ii) To achieve high awareness amongst target groups I I 
OR 
(iii) To increase the conversion of potential visitors from awareness 
to sales/Final action i.e booking a holiday i 1 
OR 
(iv) All the above I 1 
17. Which of the following types of promotional strategies are more suitable for 
promoting your country's tourist product? 
The Strategy 
Soft strategy 
Hard strategy 
Push strategy 
Pull strategy 
Choice (V) Strategy description 
It actively pursues and welcomes visitors 
It solicits and confines consumers 
everywhere with promotional messages 
It actively pushes the product through 
intermediaries to final consumers 
It actively goes directly to the final 
consumer and induces them to buy the 
product 
18. Tourism sector has a tourism plan that describes strategies for tourism 
promotion, who developed it? . 
19. How do you define the prospect fiiture of tourism in your country? 
(Open ended question) 
20. Looking more specifically at promoting the country as a tourist destination, 
in your opinion, how should the tourism be promoted in your country? 
(Open ended question) 
Appendix - F: Questionnaire in Arabic 
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Appendix- G 
India: Tourism Promotional Slogan 
Appendix- H 
Yemen.Tourism Promotional Slogan 
A-\\ n o AjL^ tafi ,JUxjudjl QAAS 
nJHe happy Yemen- Is Tourism Story 
